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WHY AUTOS PUT 
$100 MILLION 
INTO AIR MEDIA 



iNfw car (Ic-igii li.i' 
('haiipfd anlft ailvrrtU- 
iiig. Dclroil. ^cllinp 
-lylc lo ihc famil), 
gl\«'- a hip j<)l» lo t\ 




THE 

WHEELING 

INDUSTRIAL EXPANSION 
STORY BOARD 



ANNCR: Wheeling is tlie eenter 
of one of the fastest grouing 
marlcets in Ameriea — the boom- 
ing Upper Ohio \'alley . . . 





New Industry is moving in! — 
The gigantie Oh'n-Revere alumi- 
num plant will eo\ er l.lOOaeres, 
has already been replanned from 
60,000 tons to 180,000 tons 
yearly eapaeity. 




This new plant plus aeeompany- 
ing power plants, eoal mines, 
and aluminum rolling mills will 
require more than 1,000 ncic 
employees . . . and attraet many 
other "satellite industries." 






Estahlislicd Industry is Ex- 
panding' — W'cirton Steel Div. 
of National Steel Corp. has 
embarked on a vast expansion 
program, evcating steady jobs 
for 13,500 employees. 



Weirton will have the world's 
speediest eold redueing tandem 
mill, largest reheating furnaees, 
widest slab yard, largest open 
hearth furnaees in the industrv! 



IT'Iiccling is meeting the challenge 
— with siieh new eivie improve- 
ments as this beautiful Ohio 
River bridge and expressway 
entry to the heart of the eity . . . 




"a station worth watching 



wtrf'^tir 



wheeling 7, West Virginia 




Increasing employment and 
s^^ oiling paviolls mean more 
.-pcndable funds — for products 
advertised on WTRF-TV, the 
dominant television station in 
the W heeling market . . . 



316,000 wotfs 

Equipped for network color 



For availabilities and complete coverage information 
—call Bob Ferguson, V. Pres and Gen Mgr , 
or Needham Smith, Sales Mgr. Wheeling Ex- 
change— CEdar 2-7777 or any George P. 
Hollingbery Co. Representative. 



reaching a market that's reaching new importance 








more women 
listen to WPEN 

950 CLUB 

than any other 
program in 
Philadelphia 



•••••• 




another reason why WPEN is first in local and national advertisers 



Represented Nationally by Glll-PERNA INC. — Ne~ York, Chicogo, lot Angtlti. Son Franc, t<o 
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DIGEST OF ARTICLES 



Detroit takes to tv for the "family sell" 

27 How has car design influenced automotive advertising? Fashion-con- 
scious Detroit, selling style lo the family, hands the joh lo television 

Milner's sales jump 90-fold with air media 

30 Tv, radio and Howard Cohoon, Milner Products Co. president, put across 
Pine-Sol and Perma-Starch in a nine-year slam-bang distribution battle 

Why don't you buy more spot? 

33 Despite complexities of spot buying, agency heads questioned by si'ON.son 
at last week's 4A's meeting saw an increase in spot volume for this year 

Is your product taboo on tv? 

36 F"*"^^' products are in bad taste says Raymond K. Alaneval of Scliwerin 
Research, it's the manner of presentation that can oflend your audience 

Tv's hottest battleground 

38 Daytime competition between CBS and NBC has helped boost sets-in-use, 
new, live ABC programing in the fall will make it a three-way contest 
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Renaissance of the radio commercial 

Creativity of radio copy has undergone an u])surge of great vitality. 
\\liat's behind it and what will you pay for a 1957-grado commercial? 

Monthly tv cost and programing Comparagraph 

Features include average co'^t by netvsork program types; co>t-per- 
ihousand for toj) 10 nighttime and daytime network shows: spot tv basics 
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MOST EYES ARE ON KTHV 

IN ARKANSAS! 
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KTHV is seen, heard, and gets regular viewing response 
throughout MOST of Arkansas! Please study the mail map 
above. Notice that it includes 62 Arkansas counties — notice 
KTHV's penetration to all six surrounding State borders, with 
mail actually being recei\ed from viewers in Mississijipi, 
Missouri, Oklahoma and Texas! 

With 316,000 watts on Channel 11 and with the tallest antenna 
in the Central South (1756' above average terrain) KTHV 
sells most of Arkansas. 

Your Branham man has all the big KTHV facts. Ask him! 



Channel 11 

LITTLE ROCK 
316,000 Watts 



Henn- Clay, Executive Vice President B. G. Robertson, General Mjiuger 

AFFILIATED WITH KTHS, LITTLE ROCK AND KWKH, SHREVEPORT 



WBZ has Boston's ear 

-the most! 





mi 1st in NSI Boston area 
audience, 6 A.M. to Midnight 

WBZ 1st in Boston total average 
audience, 6 A.M. to Midnight 

WBZ total station audience 
up 25% since November 1956 

WBZ total station audience 48% 
greater than second Boston station 



(February, 1957 NIELSEN STUDY) 



Sales jump when WBZ whispers in Boston's ear! And, 
with "The Big Plus", the bonus coverage provided by 
WBZA, Springfield, Massachusetts, WBZ's large and 
loyal audience increases to a whopping total of 2,872,870 
radio families throughout New England. Most of these 
people make a habit of keeping their radio dials tuned to 
WBZ+WBZA. 

You talk to customers when you talk to WBZ+WBZA 
listeners. So why not get the selling impact of WBZ+WBZA 
behind your product? Speak your spiel where people will 
hear it . . . and act on it. 

Bill WiUiamson, WBZ+WBZA Sales Manager, will tell 
you how. Ask your operator for ALgonquin 4-5670, 
Boston. Or call Alexander W. "Bink" Dannenbaimi, Jr., 
WBC Vice President— Sales, MUrray Hill 7-0808, in 
New York. 

In Boston . . . and all New England ... no selling cam- 
paign is complete without the WBC stations — 






WBZ • BOSTON 

plus WBZA • SPRINGFIELD 
WESTINGHOUSE BROADCASTING COMPANY, INC. 




RADIO — WBZ + WBZA. BOSTO N -S PR I N GFI E LD . . . KDKA. PITTSBURGH . . . 
KYW. CLEVELAND . . . WOWO. FORT WAYNE . . . WIND, CHICAGO . . . 
KEX. PORTLAND. ORE. 

TELEVISION — WBZ-TV. BOSTO N . . . K DK A-T V . PITTSBURGH KYW-TV. 

CLEVELAND . . . KPIX. SAN FRANCISCO 

WIND REPRESENTED BY A M RADIO SALES 

KPIX REPRESENTED BY THE KATZ AGENCY. INC 

ALL OTHER WBC STATIONS 

REPRESENTED BY PETERS. GRIFFIN. WOODWARD. INC. 
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of 



The news: / /"' (ipixuntincnt oj Climlcs II. ISkiki'i (IS fiCKridl 
inanai^cr of BliDO apixiicnily sets tit rest the issue oj ti successor to 
tin- ailinii president Ben Duffy. Broit er. it ho hud been executiie 
rice president in cliari;e of ereatiie sen ices, utis nanied on the 
joint reeoniniendution oj Ihiffy and Board C.huirnutn Bruce Burton. 



The newsmaker! llomc-iijim. lankx (Charlie Hrowcr lui- 
crt'atod his \\a\ tliroiijili ;ul\ ertiMii"; uillioiil liciiig alTcctfd in the 
least l)\ iho atmosijliert' and nirs of Madison \\c'. Ilf wa> doci ildnji 
liiinself ralliev than iIr- a^enc) ulicii he told SI'ONSOK three \ears 
:ij;o: "BBDO ha> no rUis-j front, ^^oine i)coi)le nia\ think of as 
eoiintr\ hiimi)kins c'onii)arc<I to other agencies, hnl our client.- can 
relax with us. " lie takes over the reins of the nation's fourth lar>;c>t 
a{;enc\ with the ajjjjroxnl not onI\ of l)ufT\ and Barton hut the 
jx'ojjle \\hc) work with him. The uarin feelini; of lilJDO |)erM>nn(d 
for Hrower is unniistnkahle. Ilis 
fatherU ai)i)roach toward BBDO 
writers and aiti>ts is as much a re- 
sjjcct for i)eoi)le as it is for the 
creatix c process. 

\\ hile Brouer has warned of the 




Don't b« scored 
he used to be of us 

llliDO (irlisl ir illiiim I'elK 
describes aiiencY reaction 
10 Urowrr's ai>i)oinonenl 



dangers to creative advertising 
through ()\ er-emi)hasis on research, 
he is no enemy of research. The 
ilanger, he heliexes. is not that of 
research sfjueezing out the creative 
worker hut of the crcatixe worker 
dejjending too much on research. 
"The creative man is alwa\s look- 
ing for hel|). nlwa\s feeling in- 
secure." Brower said last week. "If 
he leans too luuch on research, all advertising will look alike: it 11 
all he equallx had." But Brower would also like to he known as a 
friend of research, which he thinks has made hig contrihution-^. 

Regarding commercials, Brower is convinced the\ are getting 
better. Tv. he said, is learning how to attract i)Coi)lc to the niKer- 
tising message without getting too ginmiickx. "rhev are getting 
easier to take. " he ?aid. "or. at least, that s how 1 feel." 

The question of a successor to Brower has not \el hcen -ettled. 
There remain^ a jjossihilil) that none will he ai)i)ointed. (hie rea-nn 
is that the new plans hoard set uj) under the cluiinnanshii) of Hohcrt 
L Foreman I who was made BBDO s fifth e\ecuti\e \ ice i)re-idcnt at 
the time the hoard was set u])) has heen taking oxer some of the 
functions of Brower s ofike. W hile Foreman will continue in charge 
of all tv-radio activities, he will he reliexecl of some ailiiiini-trati\ e 
details hv Herniinio Traviesas, who was ju^t nanied head of the 
tv-radio deparlinenl. Traviesas had heen head of Luck\ Mrike's 
tv-radio activities for seven \ears. ^ 



The ttcci^ 
about the 

NEGRO 
MARKET 

"^^^ THE FULL STORY 
FROM K-SAY 

The only Northern California 

station selling the entire San 

Francisco, Oakland, Bay Area 

Negro market 

TIio greatest .irrav of t.ilcnt in 
the area . . . top iNeKm s.il< -nit n 
. . . nalion:iII\' acci pti-d 

• MAGNIFICENT MONTAGUE 

— I)rought direct from WAAF. 
CliicaRo. His sponsor Ii-t. s;il< s 
rosulLs and audience are <-<iu;dI\' 
magnificent. 

• RAMON BRUCE 

— WAAT, Newark. X -J leading 
Nogro-apponl pirsonaIit> in N< w 
Jersey. Best rating among all pro- 
grams during hi.s Iiroadca^t 

• SWINGING DEACON 

— The most popular Icjcal Negro- 
appeal porsnnaIit>. Dominates 
the hoavilj- populated Negro local 
and fringe areas. 

Plus other 
Great Negro Stars! 

TELL IT-SELL IT 

on the NEW 

K-SAY 

10,000 WATTS 1010 KC 

Studios 

1550 Californ a Street, San Franc sco 
1815 Alcatraz A.enue. Berke ey 

v.;lt co.'«v;ay 

Grnrral }>tgr 

Xationally 
re pre St nled by 



GRAM WRATHALL 

On ncr 



.\ JOHN E. PEARSON I COMPANY 



K-SAY 



- 10,000 WATTS 



SAN FRANCISCO 
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MORE LIGHT 0 



* Monday- Friday average, Second March Report XTI 



DAYTIMI 



1 




1 Out of the 38 

sponsored network 
1 quarter hours 
^ betAveen 7 a.m. and 6 p.m. 

CBS Television 
wins the biggest 
audiences in 29 . . . 
the second ranking 
network wins in 5 . . . 
' the third network in 4 




NEW DATA PROVES AGAIN 

that WNHC-TV, New Haven- 
Hartford, is the dominant sta- 
tion — by an overwhelming 
margin— in a 14-cov)ity area, 
covering 896,000 IT homes. 
Sign on to sign off, se\-en da\'s 
a week, WNHC-TV deliveVs 
average audiences 210% 
greater than top New York 
City station; 244% greater 
than Hartford; 174% greater 
than New Britain. Your KATZ 
man has the proof : ARB, Nov. 
1956; PULSE, Oct. lO^O; 
NIELSEN NCS #2, 1950. 



NEW 
YORK 



Hartford . 
CONNECTICUT 

I New Haven, 



WNHC-TV 

NEW HAVEN-HARTFORD, CONN. 



Channel 8 



ABC-TV* CBS-TV 
Represented by KATZ 



operated by: Radio and Television DIv. / Triangle Publications, Inc. / ^-Sth & Market Sts., Philadelphia 39, Pa. 
WFIL-AM»FM»TV, Philadelphia, Pa. /WNBF-AM»FM "TV, Blnghamton,N.Y. 
WHGB-AM, Harrisburg. Pa. / WFBG-AM • TV, Altoona, Pa. /WNHC-AM • FM • TV, New Haven-Hartford, Conn. 

National Sales Office, 485 Lexington Avenue, New York 17, New York 

FCPCCIfll I Y IN HARTFORi 



MoAt stgniftciirU Iv and ratlm 

news of thr urrk with intrrpretntxnn 

in ilffith for Inisy readers 
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• illicr pro*- 
r'-f;iiliir {\ 



Driroil's ^r^M itntion towanl Iv :iii<l ni«li<> (niinc for Hrllinf; \*)7>H 

(*«)iitiiiii(*«l to •;:itli«*r iiioiii«*iitiiiii tliin \%«Tk. 
W^ilh 10 (livisinii!; of llic Hi<j 'I'lircc iii;iiiijf:i( liiri rs ;ilri';i(l\ coiniiiillcd. tlir»<- 
ix'cls arc MOW in llip proress of shaping up: 

• Edsrl. sclipHulpd to niakp its how this fall. apparriilK s|io|)|,iiicr f,,r a 
iicluork sprips fin addilioii to «pprials cosliii<i ahoiil ^.S.'iO.OdO carli). 

• Tin' r.lirvslcr Iiiip«*rial ilivision iiiav <<)iiip ihroii'.di with a -••ric'- of il^ <i\mi. 

• I'oiiliao is pxperled lo nio%c into the iieluork picliiip \ ia the »|)C( lal- route. 

• N:i.«Ii ran hp coiiiilpd on for Iv-radio pii licipalioii. once il» rforpaiii/atioiial iiiallrr^ 
liavp hppii splllpd. 

(See What's Rphiiid Detroit's SlOO Million \ir HudLwI. pane 27. for what i^ iiioii\.iliiiL' 
this lerrifir Detroit air romance.) 



From present indications, Detroit spend :it Ira.Hl 2.'>'^'f Jiiori' 
>*()rk tv during 19o7-58 than in the cnrriMil season. 

About 10% of this increase iiia\ he credited to higher time and 
rest is from the lioart. 

SPONSOR-SCOFE's estimates of Detroit's network t\ coniiiiitinpiit^ 
son are: 



in priiiie-tinie iiet> 
program co^t-. Tlie 
for the fomiiiu' '■ea- 





NO. allows 


r\I.KNT ( ()-T 


TIME r O^T 


TOT\! 


Biiick 


2 


>:^.oo().n()() 


>2.8l)O.0OO 


«.1.80<).0<H) 


Chevrolet 


2 


10.000.000 


7..S00.000 


1 7..if>o.O(yi 


Chrysler Corp. 


1 


2.7.'i().0( HI 


.3.700.000 


6.130.000 


Dodge 


2 


10.(100 


1 .6( 10.000 


O.lOO.OlK) 


DeSoto 


1 


l.:ii0.o(M) 


1. 1-00.000 


2.730.(i(M) 


Ford 


4 


.^..SOO.OOO 


r).7o0.ooo 


12.ono.(H^io 


CM parts, etc. 


1 


•S. 100.000 


2.100.000 


3.301 >.(MK) 


T^incoln-Mcrcury 


1 


.•^.T.'iO.OOO 


.3.!500.fiOO 


7.330.of»ri 


Oldsmohile 


("Q sppc«) 


2.UM).000 


1.200.000 


,'^.3(Vl.(MI<l 


PIvmoutli 


2 


2.3.50.000 


.3.200.000 


3.3.30.00(1 


GRAND TOT\L 


16 


^•-!.i..iO').000 


^^37.000.000 


^72.3rM).fKVi 


Note: Tiiiip co»t 


« are iicl to ihe 


advertiser. 






(See \p%\ ; \^ ra|) 


-up. page 62. for 


Ii«t of aiitoiiio|i%p 


|)rograins.) 





What ahout automotive spot? Here's how to gaiiae that: Once llir network end i- 
slrai<:lilene(I out. individnnl-slalion schrdiile- uill get their inning, rm-pertv Cood 



The S5.5 million (gro^s) spread that Ford is billing on Radio thi" fall 

will Iiave the nnihrella title The Ford Road J^ho^. 

If anybod> can get avav from thi^ bomhardmciit. Ford fi-urr-. ho must l>o flraf. 
Moreover. Ford has added this hit of inMiran-e: F.a.h of the daih perM.nalitie^ Charle* 
Collingwood. .\rthur Godfre^. Bin2 Crosbv. Roseinarx Cloonev and Fdward R. Murro^s will 
be followed bv an announcement to "Liston to the nc\t Ford show." 

A sidelight on the Ford deal that delights the competitive net^vork5: Ford's domina- 
tion of the CBS Radio schedule is so scattered that other antoniotives will ha^e to 
huy elsewhere. 
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Time was when Detroit thought only in terms of exclusive identity. 
Now Biiick (Ford really blazed the trail) is buying ahernate sponsorship in 
Wells Fargo. 

In other words: Like the packaged goods people, the car manufacturers want cir- 
culation, frequency, and minimum risk as well as explicit identification. More and more, 
they arc behaving like the makers of a family product. 



NBC TV's healthy pickup in daytime business was a big help in creating a 
favorable margin of 7.8% between the first quarters of 1957 and 1956. 

PIB reports NBC TV's initial 1957 billings as $47,987,966, against $44,495,804 for the 
first three months of 1956. The difference represents roughly S3.5 million, of which $2 mil- 
lion came from daytime. 

PIB's calculations also show: 

Gross first-quarter time charges for the three networks were 8.4% better than 
a year ago. In March alone the upturn amounted to 7.3/^. 



Westerns appear to be holding a steady pace on the tv networks. 

At SPONSOR-SCOPE'S request, Nielsen supplied these ratings: 

PERIOD NO. WESTERNS AVG. SHARE OF AUDIENCE 
March 1956 7 36.9% 
October 1956 7 41.8% 
March 1957 8 40.0% 

Note: Statistically, the 1.8% difference between the last two averages could be wiped out 
by probable margin of error. 

Nielsen was asked by SPONSOR-SCOPE this week how daily tv viewing and 
radio listening per day have stacked up over the past three years. The answer: 

PERIOD HOME VIEWING RADIO USTENING 

Jan. 1955 5 hrs., 49 mins. 2 hrs., 31 mins. 

Jan. 1956 6 hrs., 1 min. 2 hrs., 16 mins. 

Jan. 1957 6 hrs., 4 mins. 2 hrs., 12 mins. 

How big a difference in radio listening is created by heat or cold? In short, 
does summer drive 'em away? The answer is that during the afternoons and evenings 
there is no difference. Winter mornings, however, seem to have somewhat of an 
edge. 

In terms of millions of homes per minute, Nielsen shows: 

PERIOD 
July 1956 
Jan. 1957 

July 1956 
Jan. 1957 
July 1956 
Jan. 1957 



The radio networks could well go back to exploiting a favorite promotion 
•levice of the 1930s: citing with pride the number of 100 leading national ad- 
vertisers using the medium. 

According to a SPONSOR-SCOPE check, 45 members of this bluechip list for 
1956 either are now in network radio or were there since 1 January 1957: 

ABC 13 CBS 27 NBC 20 MBS 7 



TIME 


HOMES 


Morning, Mon.-Fri. 


5.2 


Morning, Mon.-Fri. 


6.6 


Afternoon, Mon.-Fri. 


6.1 


Afternoon, Mon.-Fri. 


6.2 


Nights — 7 days 


4.0 


Nights — 7 days 


4.1 
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SPONSOR-SCOPE runlinurd 



Amid recent grumbling about 8|)ot and il- -iiowtli |ir.)blcms (Sec :3l'O.Ns()|{.SC()|'I-' 
27 April, page 9), this week was filled with excitement of other kinds. N«-w biiHi'iicNN chrrrfd 
the fraternity, for one thing. For another, idcji.s and pr(»l)lcinN bobbed up on varioiiH ini- 
|)ortant fronts. 

In all, these five highlights were noteworth\ : 

HIGHLIGHT NO. 1: Kdlo-- aclin": on ihc premise tli.it it ^ot into '■pot t\ 
loo lillle and too lat(»- is planning to ntltl §3 million for «la\tiiiic i*p«it to itn t\ budget 
via Bnrnctt. 

The target is kids; the type of programing dejicnds on what Kellog;^ linds avnilnbic 
and acceptable. 

I*rt'f('rred it* a ludfdioni- strip Moiida\ tliroii<;li Krid:i\ ( either li\r or film) \*itli 
alternate sponsorship a possibility. One tnhoo: \o roinpetition \*itli Mickc\ Mnn>M>. 

Dimensions of the campaign: The top 15 markets. 

Kellogg currently is spending between S3 and .SI million in network and !-|)ot in r>0 m.ir- 
kets (Su|)ermaM and Wild Bill Hickok shows), making it aronnd -ST million in all. 

HIGHLIGHT NO. 2: K.HV Vrt P ni'doll is asking: iiidii.'<tr}> rooperiitioii 
ill kerpiiig i\CS#2 updated as to changes in |)o\\er, fre(|n«'m \ , programing, etc. 

TardoH's thought is that a standardi/ed foi-iii should be the fir>-t ?-tep. So hc'< >-olirit- 
ing reps for suggestions. 

Some reps think this information should be channeled throngli NieKen. 

HIGHLIGHT NO. 3: 'I'lie ••pig<iyl»a«'k" is meeting inoiinting (dijertion-* 
frtnii tv stations. 

As a reminder: A '"piggyback" is a minnte connnercial which pairs ine-^agc. for two 
products on the same strip of film like the Ted Hate< agency's cnrreni twin pinji- for M&M 
Cand) and I'ncle Bens Rice (both owned by the same firm). 

Prime objection to "piggybacks": Station* feel tlie\ are a device for evading |nirrha>-e 
of I wo 20-second spots. 

HIGHLIGHT NO. 4: \dani \oiiiig is doing a three-part npdating on 
ratlin's "profile " — the first part of which will go to advertisers and agencies this week. 

Part I deals with the importance of focusing the ad campaign at local ainliences and 
how stations fit into this marketing concept. 

Part II will appraise the matter of coverage and define what the >|iot adverti-er -Innd I 
look for in facilities. 

Part 111 will treat with rate striioture vis-a-v is co-t-per-thonsand. 

HIGHLIGHT NO. 5: Mere's an inno\ation by a inajcn- Madison \\e. rep 
organization that can have broad repercussions in ihe field of selling: The sales de\elo)i- 
nieiit director, like salesmen, now shares in eommissions. 

The philosophy behind the move: As a medium becomes more competitive, the salesman 
requires more factual snpport: hence the fellow who cook- n|> ihe srri|>l is entitled to the 
same consideration as the fellow who spiels it. 

lyorillard is testing its new mentholated brand — .\ewp(H-t — on the N^'est Coa-t. 
Distribution should be national by raid-summer. 

Tlie next wholesale search of film vaults will he for old newsreel shots. 

Priideiitiars forthcoming The 20th Century series will make massive use of such 
librarv clips in documentary sequences. 

Between S3.5 and S4 million has been appropriated for this mixture of half-hour and 
hour programs on CBS TV. Reach & MoClinton is the agency. 



SPONSOR-SCOPE ronlinueJ 



Likv. 1*&G, Gnieral Foixls will be riding high on <laytinie tv next season. 

Ill a radical reversal of its altitude toward daytime tv, General Foods' plans now call for: 

• A cutback to as few as five nighttime network shows, and 

• 1 he sponsoring of at least nine daytime programs. 

GF's daytime blueprint includes continued sponsorship of the Mickey Mouse Club on 
ABC TV. expansion of its CBS TV commitments, and the addition of four program strips 
on NBC TV. 

1 he motivations for the s^^itcll are these: 

1 ) Broader diversification and frequency of network scheduling. 

2) As night networks' costs continue up, daytime tv offers a chance for economical buys. 
General Foods' tv budget remains what it was during the 1956-57 season, but the allo- 
cation will swing from 75% nighttime and 25% <laytinie to a 50-50 split. 



P&G is in no rush to decide whether it wants to continue its partnership with 
General Foods 9-9:30 on CBS TV Monday nights. It has until 15 May to decide. 

Meantime GF will have to wait in making final fall plans. If P&G elects to pull out, 
General Foods will sponsor Danny Thomas by itself. 



The sales gap between NBC Radio and CBS Radio is closing rapidly. 

How fast the runner-up — NBC Radio — ^has been galloping can be measured by these 
contrasting figures: 

• In April 1956, CBS Radio was six hours ahead of NBC Radio. 

• This April less than 25 minutes separates the two. 

Source: PIB's reports on sponsored radio. (FIB makes a check on the number of hours 
sponsored on each network the first of the month.) 



No sooner had NBC TV broken down the old taboo about competitive adjacencies 
(the protection is now limited to two or three brands) when another cropped up. It concerns 
product adjacencies. 

For instance: 

• The cigarettes kick up a row any time a mouthwash, dentifrice, breath-sweetening 
gum, or even a digestive aid is put next to them. 

• Cold remedies sizzle if a citrus account is on either side, because Sunkist's copy oc- 
casionally claims therapeutic value. 

The squeeze is not a happy one for NBC TV — particularly on Tuesday nights. The 
cigarettes are so slotted on that night that they can block out a long list of potential sponsors. 
(For details on the new r ules on product protection see 2 Feb. SPONSOR-SCOPE, p. 9.) 

Pretty amazing to Madison Ave. is the amount of money that Kraft spends on 
merchandising its Wednesday night show on NBC TV. 
The weekly budget is $5,000. 

Incidentally, the Kraft Theatre goes into its 11th year next week. 

K&E's Max Uhl will unveil a definitive conipeiidiuin on tv during the agency's 
annual management conclave at Lake Placid 15-18 May. 

Referred to as the "Television Bible," the presentation treats with tv's: 

• General principles in media buying and programing. 

• Audience and merchandising impact. 

• Best methods of approach. 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 47; Spot Buys, page 54; News and Idea Wrap-up, page 62; Washington 
Week, page 73; SPONSOR Hears, page 76; and Tv and Radio Newsmakers, page 82. 
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!■ STA. "H" 3.7% I' 

I - 

II STA. "I" 3.6% ^y^'^'^yr 
TA. "J" 1.6% ■■ ■ • 
I OTHERS 2.6% 

If. 1 m 



Another Hooper"^ Run-Aivay Report From Miami : 

WQAM nets more than twice the daytime 
audience of the runner-up station 

All i Agree: First it was Flooper . . . tlie/i 'I'reiidex . . . 
Now PULSE shows WQAM in FIRST PLACE 

Mon.-Fri. 6 a.m. to midnight. Feb. -March. 1957. 

Send for a Blair ))io>i . . . or call WQAM General Manager Jack Satidler 



WQAM 

Serving all of Southern Florida 
with S.OOO wattt on 560 he. 

MIAMI 



•7 a.m.-6 p.m. Mon.-Sat.. March-April. 1957. 





Today's Radio for Today's Selhng 



WDGY 

Minneapolis-St. Paul 



WHB 

Kansas City 



Represerfted by John Blair & Co. 




WQAM 

Miami 



WTJX 

New Orleans 



Represented by Adam Young Inc. 



(THE MILLIONAH^E) 



SOLD 
SOLD 
SOLD 
SOLD 
SOLD 
SOLD 
SOLD 
SOLD 




n the past 6 days on WCBS-TV, New York 

n the past 6 days to WGH-TV, Chicago 

n the past 6 days to WFAA-TV, Dallas 

n the past 6 days to* KTLA, Los Angeles 

n the past 6 days to CKLW-TV, Detroit-Windsor 

n the past 6 days to KHQ-TV, Spokane 

n the past 6 days to KLFY-TV, Lafayette, La. 

n 8 Southern markets 

to BLUE PLATE FOODS, New Orleans 



j\Iillion-dollar 
March NigIsgii of 38.0 just scored by 
the first runs of THE MILLIONAIRE 
. . . 51.3% share of audience! 2nd highest 
rating of any drama series on television/ 



You'll feel like a million when yov knock- 
off the biggest ratings in your markt-i with 
IE YOU HAD A MILLION - the -monoy" 
show of the season. Call your .AICA T\' 
representative today! 




I I I I 



■ m 




A DON FEDDERSON PRODUCTION OF 39 HALF-HOUR FILM HITS 
IMMEDIATELY AVAILABLE TO REGIONAL AND LOCAL ADVERTISERS 




NUMBER 1 ! 

of all film adynlun prognmi 




NO. 1 NATIONALLY (PULSE-FEBRUARY) PLU 
TOP OF THE TOP TEN FIRST RATINGS IN EVERY MARKET 

Look at these first ratings and audience shares! (ARB -Jan. Feb. Mar.) 



#1 In CHICAGO 
#2 In MINNEAPOUS 
#2 In JACKSONVILLE 
#1 In CHICO 
#5 In ATLANTA 
#5 In LOS ANGELES 
#2 In HARRISBURG 
#3 In STOCKTON 



22^ 38% share 
17^ 35% share 
41.3 74% share 
57.3 88% share 
20.5 54% share 
16.9 19% share 
23.3 54% share 
22.3 49% share 



#6 In CORPUS CHRISTI 31.9 45% share 

#2 In ALBUOUEROUE 



#1 In ST. LOUIS ' 37.1 

#1 In PEORIA 38.0 

#2 In SAN ANTONIO 31.0 

#4 In BAKERSFIELD 35.2 

#7 In OMAHA 23J 

#3 In SCRANTON 19.3 

#4 In TULSA 20.7 

#8 In BOSTON 21.5 

#2 In MEMPHIS 26.3 
28.9 61% share 



75% share 
70% share 
58% share 
67% share 
42% share 
49% share 
48% share 
60% share 
44% share 



ROD CAMERON -stai's in ',>'J roai iiijr-^^'itli-actinn 
hall'-lioiir a<l\fntuit's set a}raiiist Iho l)i(>atli-takiii}r N'i'\;ula l)ack(lroii 
. . . Las \V}ras, \'ii}rmia City, IJouldiT Dam. Ri'iio, Lake Talioc, 
Mojaw Di'scit. Piodiici'd l)y KHXTK I'RODrCTIOXS. 





ALREADY SOLD IN 181 MARKETS 

to these important regional buyers: Reynolds Tobacco Company, 
Lipton Tea, Fahtaff Breu-iny (72 markets), Kroyer Supermarkets, 
Coca-Cola, General Electric, Schlitz Beer, Ilamm Breichuj, 
Carliny Brcw'iny, Schmidt <S: Sons Breirers, Nationcd Bisccit 
Company, Brince Macaroni, RKO Tck radio, Seyo Milk Products, 
Gold Bond Beer . . . plus troops of local stations and advertisers I 



Check MCA today ~ be "Top Ten' iyi your luarkct tomorrov! 




Write, wire, phone your mCA TV Film Representative 
598 Modlson Avenue, New York 22. N Y. 
(PLoza 9-7500) and principal cities everywhere 



\ 



Can You 
Top This' 



on »^ 






wow-TV 

6 



CHANNEL 

BLAIR TV, Represenlalive 
FRED EBENER, Sales Manager 



A 

MEREDITH 



STATION 



OMAHA, 
NEBRASKA 



Timebuyers 
at work 




Bob Fountain, Young & Rubicani, New York, all-media buyer for 
General Foods, comments: "Radio is traditionally a highly flexible 
medium used, to a large extent, to saturate a market quickly during 
a short period of time. The negotiation for this time may have to 
be completed in a matter of hours and this requires accurate and 
comprehensive availability infor- 
mation. These availabilities are 
the basis of all purchases and it is 
this starting point from which 
values are projected and conclu- 
sions drawn. Availabilities usual- 
ly include the time period of the 
show and its cost, but all too fre- 
quently ratings are omitted and 
the amount of commercial time 
in the program is seldom shown. 
Amount of commercial time is 
usuall} a mystery to the adver- 
tiser, remaining in the realm of exclusive station information. Why 
so? This data is a yardstick of station management, and the per- 
formance of our advertising depends on the commercial load car- 
ried by a program. Any indication of commercial time on shows 
would put a new light on the buying and would provide the 
prospective purchaser with another valuable tool for evaluation." 



Art Topol, Donahue & Coe, New York, timebuyer for Kasco Dog 
Food, says: "The 'T' in timebuyers is for telephone discovered by 
Don 'Bell' Ameche which is a constant companion for the harried 
timebuyer. T' is for the numerous idiosyncrasies of this wonderful 
and fascinating business known commonly as advertising. 'M' is 

for the middlemen called station 
reps who try to mesmerize the 
buyer in favor of his station. 'E' 
is for the economy, efficiency and 
energy that the buyer utilizes on 
the expenditure of the advertiser. 
'B' is for the brides that all good 
secretaries become when they are 
fully trained. 'U' is for the ubiq- 
uity of avails, ratings, cost-per- 
1.000's. paper work, schedules, 
and so forth. 'Y' is for yesterday 
which is the day most buyers usu- 
ally require recjuested avails. 'E' is for the entertainment and en- 
thusiasm that is a trade mark of advertising people. 'R' is for the 
various ratings that are helpful, confusing and only indicators, not 
the gospel. 'S is for the stations throughout the country that provide 
the time which buyers use for their advertiser's messages. Put them 
all together — they spell 'timebuyers.' They mean the world to me!" 
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EXCLUSIVE ABC 

OKLAHOMA CITY 




1 




f r 



APPOINTS 

BLAIR 




ASSOCIATES 



INC. 



as exclusive national representative effective May 1, 1957 . . . BLAIR offices In 

New York Detroit St. Louis Los Angeles Boston 

Chicogo Jacksonville Son Froncisco Dollos Seottle 



the n RGEO Tl' I- 



1386' ABOVE AVERAGE TERRAIN • FULL POWER 100,000 WATTS 
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IN THE BILLION DOLLAR 

COLUMBUS, GA. market 

WRBL 

559^^ MO RP 

radio homes 
delivered 




*55°o MORE THAN STATION "B" 

Day or night monthly — NCS No. 2 
WRBL also leads In day or night weekly, day- 
time weekly, and daytime daily. 




MORE 

TV homes 

WRBL-TV offers 222% 
fHORE TV HOMES THAN STATION "B" 

WRBL-TV: F.. Pn.e 

Winner in promotion of the Ray 
Anthony Show. 

Merchandising and promotion of your 
show on WRBL or WRBL-TV receives 
the attention of the same people who 
won this award as the best in the 
nation. 

WRBL 

AM - FM - TV 

COLUMBUS. GEORGIA 




by Joe Csida 



>4 



Sponsor 
backstase 



Agencies should be in show business 

E^ er since the firs-t medicine man leaped off the 
tail board of his wagon to pass out the snake 
oil to the crowd his coterie of performers had 
softened up via entertainment, show business 
has been utilized to sell merchandise. And effec- 
tively. The radio-tv departments of agencies, 

large and small, of course, are essentially show 

business wings of their shops. But apart from the 

obvious and vital need for activity in radio-tv. many agencies have 
also profitably dabbled in other show business areas for their clients. 

Philip jMorris, for example, currently has a live country music 
show out on the road, playing to thousands and thousands of folks 
and selling plenty of cigarettes. And in recent weeks Young & 
Rubicam and the D'Arcy Agency respectively have inaugurated 
activities in two other key entertainment industry branches. Both 
involve large investments, but open new avenues in advertising. 

Y&R has made a deal with one of the smartest shovmien and 
businessmen ever to take a few million dollars from Sam Goldwjn. 
I am talking about a gent I have written about previously, by the 
name of Frank Loesser. Last time 1 did a piece about the writer 
of such Broadway hits as "Guys and Dolls ' and "Most Happy 
Fella." as a matter of fact, he vvired me that he would gladly accept 
my hand in marriage. Since I have no desire to coimiiit bigamy, and 
another eulogy of Mr. Loesser is somewhat beside my present point, 
anyway, I will merely sav that if Frank is involved in the Y&R deal 
it will be great. 

It is a big investment but one wbich will pay off 

You may be sure that it has already cost Y&R a substantial sum 
of money. And you may be equally sure that Y&R will get their sub- 
stantial sum's worth. For in my own personal dealings w ith I\Ir. L. 
I have always found him. as has every one else V\e ev er known who 
has had to dicker a dicker with him. a hard bargainer, a man who 
insisted on amounts to make you gasp. But also a man who. having 
made you add a few zeros to the check, will break his very back to 
make sure he delivers up to a standard you scarcely dared hope for. 

You can place your bets right now that out of \ &R, as a result of 
their deal with Loesser's Frank Productions. Inc.. will come some 
of the brightest, most powerful sales jingles in all the histon' of ad- 
vertising. You may depend on seeing exciting innovations in sales 
presentations, spots, program themes and any other phase of the 
agency's activities to which Mr. L. lends his incredible talents. Y&R 
is to be complimented on acquiring Mr. Loesser's services, and 
thanked for blazing another portion of the show business-agency 
trail I'm discussing here. For the proper utilization of music in 



CALL HOLLINSBERY CO. 
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..AND STILL CHAMPION! 



YEAR 
WE'VE WON 

BILLBOARD'S 
FIRST PLACE 

AWARD 
IN EVERY 

LAB 
CATEGORY 




All ..I ij') .ii ( H jfi (mill ilijii (imii.l a m ^ 

ilu lOM-ii'd Millbo.iril . rd in cwr) l.i)>i'r.ii<ir> 
1 .itigors " in .ill And ut vs. mi id i \priss ohr 
Mimri til. inks (o all (■)! \oii in ilu I \' indiiMr> wlmst 
\t)K-N inadi- our ftr.ind sl.iin ' possibit 
At ( I I Our one disiro is ti> iihuM- iii.ix iniiini 
■ n.iin) lor our ilionts h\ pro\idin>j i oniplcic l.ih strxitt 
ai iht' prcMicst s(H-fd coiisisii-ni wiili t|ii,ilit\ Mm ii 
t.iki s more ilian desire lo ni.ikc a w inm r. \\ t- know \m 
(Oiild not h.iNo won without tlu' finest 0(|ii i|inu ni. 
the tli'ti'rniiii.uion to pic.ise and didu.iiod pi-rsoniul 
niprising the best iroative tet hnii iaiis in ilic worlil 'so .1 
Mr\ !i peri. 1 1 th.inks to 1i-d I lirsi h, I .ib Siipi rintendi ni, 
Ted l opelni.in, l^inni 'supt r\ isnr, 
Tii Rcirh.irtI, Chief Lnpineer and their respettne st.ifis 



The CFI Bill 



SID soLOw/ \ r & Ci„ .\\^T_ 

if 




1953 CFI won (he lirsl pi3cc award lot qualii/ 

195-1 Three laboratory categories. CFI scoied a "grand slim" 
Hinnir^g all 3 lirst place awards lor quality, speed, and economy 

1955 Three laboratory categories CFI again scored a "grand slam" 
winning all 3 lirsi place awards lor quality, speed, and economy 

1956 Seven laboratory categories CFI scores its third consecutive 
"grand slam" winning a l 7 first place awards 

Itli.ili V I ',M Ai 1 r\ l'K(H FSSISC Bl ^< K \ M1V» Itl n ^\ t l )SI si 1 h< l * 1 s 

1 \ si I I si HM( 1 l'K()( 1 sM S(. Bl K ^ N 11 ^Sl 11 1 1 1 H ( ■ ' si M I K( I M s 

HI M 1 si i( I >N( ivn I'KiK 1 sM \(, Bl K \ ND W III ! 1 H ( < is) M | n M I s 

lll(.ltlsr(_)| Min |>K(v(lsHS( W l'KtMH4Sis 

MsIlsT s|K\|( r l< I SSI "s \ pKt . H » S| s 

i.Htvns; E (IN >vn f" xtssiN \ i'Ki - h»s(s 

IlilJII ^ Ct \ \ l^\ PK V I ss| M I \fH I \ < ( \1 \1 I 



















CItKATIVITV 


riOKLJTV 









CONSOLIDATED FILM INDUSTRIES 

HOLLYWOOD: 959 SEWARD ST. HOLtmoOD 

NEW YORK- S2I W. 57TH ST Ci>»CU ? 4»!>3 
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j^ORt audience 
\n lonsing 

20 to \ po^e"^ 



5000 




Feb --N\ar. '57 Hooper 

in Lansing Sho^NS 
WiONDAV THRU FRIDAY 

7'.00a.m.- 53.9 
12 noon 
\l noon— 
6-.00 P-"i- 



UHSW6 

N\\CH\GAN 



N\ore listeners lhan 
all other stations 
heard in 

Lansing combined 

*3an.thtu War. average 
C. E. Hooper, Inc. 



msic 



Represented Nationally by 
Venard, Rintoul & McConnell, Inc. 





Sponsor backstage continued 



every ^eiise is a vital part of show business and can be an increas- 
ingly vital part of any advertising and merchandising business. 

W hich rather naturally takes us to the D'Arcy Agency-Budweiser 
excursion into still another show business area. I did a SPONSOR 
column well over a year ago timidly proposing that major adver- 
tisers and agencies might consider the idea of finding and develop- 
ing their own stars from scratch, rather than laying several million 
dollars on the line for a performer who has suddenly become hot. 
I said this anent the multi-million dollar Jackie Gleason deal. 

I'm not sure (though I hope to talk to the D'Arcy and Bud peo- 
ple at great length to find out about this I that the agency-sponsor 
talent development program I suggested is what D'Arcy and the 
Budweiser folks have in mind. I do hear that they are "sponsoring" 
a new boy singer named Steve Schulte. They have recorded four 
sides with him, and are having these released by the ABC-Paramount 
record division. 

With talent and proper handling stars can be created 

Recently they paid the line charges to have the lad picked up and 
carried on the NBC TV Tonight show doing two 15-minute spots 
from a brewer's convention in Texas. I understand they are look- 
ing for additional radio and tv time on which to present him, and 
that they are putting the full resources of their field staffs behind 
the promotion of his records. 

If this young man is a talented singer, and the people in charge 
of his development are experienced and intelligent show managers, 
there is no reason in the world why he cannot be built into a tre- 
mendously exciting attraction. If the agency is successful in so 
building him, he should become an exceedingly valuable advertising 
and merchandising weapon for his Budweiser backers — more valu- 
able in that he will be associated with Budweiser from the start. 

There have, of course, been many other occasional examples of 
agencies and advertisers utilizing entertainment in off-beat fashion 
as a powerful merchandising weapon. Some sponsors have bank- 
rolled and distributed tv film series. During the war the Esty 
agency did a remarkable job for Camel cigarettes with star-studded 
live shows playing sen'ice camps and bases. 

The appliance and auto makers have presented spectacular live 
shows on tours and at conventions. 

My point, however, is that no single agency has yet considered 
show business and its potential for selling merchandise as a medium 
with which to work fully and continuously in the same sense that 
the agencies work Avith radio and tele\-ision. 

It may just be that one of these days a Y&R, or one of its bright 
competitors will set up a vice president in charge of show business 
merchandising, including radio-tv. 

And under him a department which will utilize the finest music 
writing, publishing and exploitation talent available; which will find 
and develop powerhouse performers; which will assemble and put 
into operation show companies on tours, etc. Wliich. in short, will 
utilize show business' magic in helping to move merchandise. ^ 
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Formula For Sales: 



NCS 



»2X 



PULSE 



« ACTUAL 
" AUDIENCE 



This is the 29-county area in which 
NIELSEN gives KCMC-TV 25% 
or MORE weekly coverage. 

AREA TELEPULSE (February, 1957) 
of this same area shows KCMC-TV 
clearly dominates this area with an 
audience MORE THAN 21/2 TIMES 
that of the second station -Providing 

DOMINATE SERVICE 

TO 

117,100 TV HOMES 



TELEPULSE - TOTAL WEEKLY 
SHARE OF AUDIENCE 




KCIVIC.TV..49% 

STATION "B" 19^0 

STATION "C" 13<^o 

ALL OTHERS 19To 



/;/ this area there are: 

575,000 PEOPLE 
166,000 HOUSEHOLDS 

$600,000,000 Consumer 

Spendable Income 
$450,000,000 RETAIL SALES 

200.000 FARM POPULATION 



Interconnected 

CBS-ABC 

Texarkana,Tex.-Ark. 



KCMC-TV 



Maximum Power 
100,000 WATTS 
Channel 6 



Represented by Veiiard, Rintoiil and McCotinell, bie. 

WALTER M. WINDSOR, General Manager RICHARD M. PETERS, Commercial Manager 
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Handy Bookmark Series 




Keep your 
in Los Angel 

with KTTV 
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49th a 



J IVIadiso 



MFA Mutual fire sale 

Maybe sponsor readers would enjoy 
this memo sent to us by Felix Hen- 
drickson, MFA Mutual supen'isor in 
Arkansas. As you know MFA Mutual 
uses many radio and tv stations and 
encourages our agent? to be air-active. 

Announcer Eddie Goetze of Radio 
Station KTLO of Mountain Home, 
Arkansas, had one for the public Fri- 
day morning, April 5th when the fire 
department answered a call at the 
home of Hiram Byrd where a flue fire 
had the wall paper ablaze. 

We quote: "We interrupt this pro- 
gram to give you the location of the 
fire. The Mountain Home Fire De- 
partment is answering a call to the 
fire in the Hiram Byrd residence on 
College Street. THIS FIRE AN- 
NOUNCEMENT IS BROUGHT TO 
YOU, (chuckle . . . now this is a good 
one . . . chuckle, chuckle ... no folks 
this isn't funny! . . . chuckle) 
THROUGH THE COURTESY OF 
HIRAM BYRD, MFA :\IUTUAL IN- 
SURANCE AGENCY. And reminding 
you, don't wait until it's too late, see 
your MFA Mutual Insurance Agent 
today. See Hiram Byrd for all your 
insurance needs. I repeat — the loca- 
tion of the fire is at the home of Hiram 
Byrd on College Street." 

W. Judd Wyatt 
director of advertising, 
MFA Mutual Insurance Co. 
Columbia, Mo. 

Convention controversy 

I have just gone through your April 
20 issue and found some things of in- 
terest and some things that I question. 

I agree with some of the points you 
make regarding the NARTB conven- 
tion, in your editorial page, and I say 
the headquarter staff is entitled to a 
pat on the back — but evidently, I did 
not attend the same convention you 
did. It was the biggest — it was well 
organized — it was sober — it was hap- 
py — but I don't think it was the most 
constructive convention, when I stop 
and think of the problems %\hich face 
this industry. 

Editors of publications should help 
lead an industry and I know you fight 
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for things which >t rciijithcii the iii- 

(hi>tr\. Tiiki" aiiolhiT ^ood look nl 

this coiufritioii iiiid help tht; 

think ahoiit how to do hclliT in the 

fntnrc. 

And nui\ i inorilion "This wc fi^hl 
for" — i take exci'])! ion to \onr point 
ajraiiist private firnis doing the work 
in research. Co back into history and 
think ahont wliat happened when the 
iiuhistr) tried to (hi a joh. i am sure 
iN(-S tr2 is the hest that has been (h)ne 
to (hite and 1 am snre that if the bii\- 
cr, seller and research firm, uorkiiig 
with A\\V, get together. tlie\ can find 
wa\s of making the research better. 
Kdgar Kobak 

liusinexx Consultant. AV/r Yor/i 

Salesmen select SPONSOR 

^ oil will undoubtedly be pleased to 
learn that onr local sales staff has voted 
.si'oxsou "The Time Salesmen"?; \b)st 
^'aluahle Magazine.'' This wc believe 
is the reflection of their desire not 
ouh to keep abreast of adv ertiser and 
agency activities, but to obtain ideas 
which they may use to adapt to local 
situations. 

In light of this high honor accord- 
ed SPONSOR, we Avish to obtain sub- 
scriptions for each of thcni. 

Roy M. Schwartz, advertising: 
& sales promotion nig:r., 

WBZ & wnzA 

What about reprints? 

In your very fine publication. \ou fre- 
quenth have articles which wc can use 
to advantage in contacting local, re- 
gional and national accounts. Thev 
are always extremelv appreciative of 
this information and frequentlv it is 
helpful in securing new business. 

The purpose of this letter is to ask 
you if reprints are available on onr 
and all articles in your publication 
and, if so. on what basis may we ob- 
tain them? 

Graham H. Moore, director of sales 

KSBW-TV & K J EC-TV 

Salinas, Calif. 

• Articles of unusual iiitrrr^t arc rrprintrd. 
Tear slirrts of nio-^t articles are a^ailahlr without 
charge. 

Index needed 

Could you help us? Is sponsor in- 
dexed an\ where? We badly need an 
article index to your very useful pub- 
lication for our library. 
Mary Margaret Smith, librarian 
Bri-sacher, Wheeler Division 
Cu nningham & Wahh^ San Francisco 

• SPONSOR is indexc<I senii-annuallv. The 
listings apprar in July and January issues. Tear 
sheets of indices are available. 



ooN'r ^ 

CAU&Ht 
K'/W YOUR 

SALES 
OOWAI ! / 



When sales are down . . . your slip is 
showing! You just forgot to sell South 
Texas with KONO Radio. Sell 'em up 
down South without a barrel of money . . 
buy KONO Radio at the lowest cost per 
listener from your H-R or 
Clarke Brown man. 



860 kc 5000 walls 
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SAN ANTONtO RADIO 



NOW RATED 

FIRST 

in San Antonio's home 
county by N.C.S. No. 2 

. . . and rated FIRST by local 
advertisers year after year . . . 
for lowest-cost salesmanship 
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3 SALIENT STEPS 





1. Market Power — NCS #2 reaffirms the size 
of this surging market . . . WBTV embraces 77 pop- 
ulous, prosperous counties . . . more than three- 
and-a-half million people controlling four-and-a- 
half billion dollars in efTective buying income. 

2. Distribution Power — WBTV stands astride 
one of the two top distribution centers in the entire 
Southeast . . . wholesale volume exceeds a billion 
dollars annually. At almost the geographic center 
of the two Carolinas, Charlotte is the distribution 
capital of the richest area in the South. 

3. Sales Power — This is your great advantage. 
By using WBTV as your one basic unduplicated 
medium, you cover this vast market effectively with 
a low cost-per-thousand and superior sales results. 

Want striking success stories and assistance in 
blue-printing your own? Contact CBS Television 
Spot Sales. 



Mil 
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WHAT'S BEHIND 
DETROIT'S $100 MILLION AIR BUDGET? 



Tlii.s week finds auto advertisers >vitli more than 



$70 million |)Ie<I«;ed to network television alone 



tlraniatic switch in the hasic me- 
dia thinkinji of the nation s aiitoiiiohilo 
manufacturers is underway. The air 
media, trachtionally considered supple- 
mentary, are today enierpins as l)c- 
tioit s hasic buy. 

This week, with Detroit* media 
shopping season not \et oyer, there is 
at least ST2 million worth of network 
tv business on the hooks for 1957-58 
by sponsor's estimate — about 25 
more than last season. The SlOO mil- 
lion SPONSOR estimates Detroit yvill 
spend for all forms of air media may 
surpass automotiye expenditures in 



newspapers Detroit bigtre-t medium 
in \oars past. (For a list of Detroit*- 
net ty bu\s to date, see ^^()\"-()K- 
>COPE. page 9.1 

Detroit i? apparentK hu\ ing net- 
work tele\i-<ion fust to get an earh 
crack at the clioicest a\ailal>ilitie>. 
\n(l it's bu\ing network t\ like pack- 
aged goods companies with a new em- 
phasis on circulation, frecjuency and 
spreading the ri-k. ^ ou can take thi< 
as a straw in the wind. howe\er, a~ 
far as the other air media are con- 
cerned: This week Ford made the 
largest single network radio bu\ in 



\eais. phmkin_' down ^5.1 niilli< n 
<zro~- for a pj( ka_i' of ( H"^ Radio 
~liow -. 

W hatV behind Detroit'- mo\c to tin- 
air.'' Ha-icall\ the an-\ver h<-- m >r<- in 
the realm of automotive n arketii i: 
tlian it iloe- in air media -ali'-nan- 
-hip. Trend- in the -idlinj f)f ear- lia\e 
e\ol\ed to the point wheri* the 
-trength* of the air media do\et.iil to- 
da\ with Detroit - big need-. 

For Detroit ha> been a good -indent 
of -ale- p-\cholog^. It ha* -witched 
ad\erti*ing emphasis from oldtinie 
nuts and bolts cop\ to the thrill of the 
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A lot of factors may have changed the Motor 
City's mind about tv, a medium it once regarded 
as "fine for selling soap — but not autos" 



ride ;rtid the seii>e of inaster\ that 
conies with a car responding to the 
sHghtest touch. It has found tv the 
eflective way to dramatize surh ap- 
peals: it can vrrtualh give the \ ie\\er 
at home a demonstration ride. Detroit 
has also turned to styling cars for the 
feminine taste, and television has 
proved to be the medium that reaches 
more women than any other. 

All of the following have played a 
role in making 1957 the biggest auto- 
motive )ear in air media: 

Auto design: An increasing em- 
phasis is placed on style instead of 
consumer need. The passenger car in- 
dustry thrives on creating "obsoles- 
cence" through design rather than 
through motor Avear. Its economy de- 
pends on car o\\^lers trading in ever\ 
year or two regardless of how many- 
thousand miles are left in their "old 
crates." There is little doubt that 
Chrysler Corp.. which only a few sea- 
sons ago uas in real trouble, has 
roared back through this year's ultra- 
modern styling. Smallest of the Big 
Three, it has srored the most striking 
gains in 1957. with first quarter sales 
of Sl.l billion, a high-water mark in 
its corporate histor) and a 55% gain 
over the same period a year ago. There 
also is little doubt that Chrysler's 
hea\ \ use of t\ {Lawrence W elk. Show- 
er of Stars, Groucho Marx, etc.) 
pla\ed a major role in getting its styl- 
ing message through to the public. 

The American woman : Increasing 
emphasis on high-fashion advertising. 
This trend goes hand-in-liand with 
auto design, since nmch of the de- 
sign is aimed at the distaff side. In a 
speech he will make on 7 May to the 
Kansas City Women's Chamber of 
Conmierce. George \V. Walker, \ice 
president and director of styling for 
Ford, will reveal the w oman's influence 
on auto st\ling and sales. "Their de- 
cision is paramount in selection of a 
car's color," Walker told SPONSOK. 
Automotive colors often reflect trends 
in fashions and home decorating. The 
"jeweled " look of instrument panels 
are slanted at the ladies; power seats, 
power brakes and power steering are 
all adaptable to the "feminine touch." 



Kven power windows ha\e been de- 
signed so the woman operator won't 
damage her fingernail. 

Today, w Oman's role in bu\ ing has 
changed to the point where it is com- 
mon practice for auto salesmen to take 
their own wives along on demonstra- 
tions. While the salesman talks to the 
prospect, his wife talks to the prospect's 
wife. Compare this technique with the 
auto television commercial of today 
and how effectively it uses the female 
personality — Lincoln-Mercury's Julia 



.Meade, Chrysler's Mary Costa, Che\ ro- 
let's Dinah Shore. They are not the 
"Ja)ne Mansfield types" with appeal 
for men only, but rather high-fashion 
"ladies' ladies." Women listen when 
they talk. 

But women are not the sole key to 
car sales. "More and more, children 
are influencing automobile purchases," 
says Ernest Drchter. Ph.D., president 
of Institute for Motivational Research. 
"We have noticed, in the course of 
testing television commercials for J. 
Walter Thompson, the importance that 
children attach to vitality and drama in 
commercials for new autos. Ford's 
letractahle hard top is a good example 
of this vitality and dramatic appeal. 
Children's reactions to this kind of 
thing iiro\ e upw ard in the family hier- 



WHO'S WHO IN AUTOMOTIVE TV/RADIO BUYING 



CAR BRAND 



Plymouth 



De Soh> 



Dodge 



Dodge Truck* 



Chryiler 



Chevrolet 



Pontiac 



Bukk 



Oldtmobile 



Cadillac 



CMC Trucks 



^iFord (can 
';and trucks) 



Mercury 



^ LirKoln 



Ediel 



Nash & Hudsoi 



Studei>aker 
Packard 



COMPANY AD MANAGE 



L. T. Hagopian 

dir. adv. & sales prom. 

5334 Lynch Rd., Dflroil 3 



James L. Wichcrt 
dir. adv. & sales mgr. 
6000 Wyoming, Dclroil 3 



A. C Thomson adv. mgr. 
Wendell D. (Pele) Moon 
dir. adv. & sales prom. 
7900 Joseph Campau Ave 
Detroit II 



W. D. .Moore dir. adv..mer. 
A. C Thomson adv. mgr 
W. L. Kessinger asst. 
21500 Mound Rd., 
Detroit 31 



Burton R. Durkee dir. adv, 
& sales prom. & H. L. 
Ault adv. mgr. 12.200 E 
Jefferson Ave.. Detroit 15 



W. C. (Bill) Power 
CM BIdg., Detroit 2 



B. B. Kimball 
Pontiac II, Mich. 



Paul Holt 

Hamilton Ave., Flint 2 
Mich. 



L. F. Carlson dir. ol adv, 
Townsend St., Landing 21 
Mich. 



W. T. LaRue merch. mgr, 
2860 ClarV Ave., Detroit 
32 



H. T. DeHart 

660 South Blvd.. East 

Pontiac, .Mich. 



Henry .M. Jaclson v. p. & 
supv. Ford car 
W. G. .Moore v. p. & supv. 
Ford truck 

3000 Schaefer Rd., Dear 
born, Mich. 



R. J. Fisher, adv. & sales 
prom. mgr. 3000 Schaefer 
Rd., Dearborn. Mich. 



J. J. Seregny 

3000 Schaefer Rd.. 

Dearborn, Mich. 



E. E. Fox adv. mgr. 
3000 Schaefer Rd., Dear, 
bom, .Mich. 



Fred W. .^dams dir. adv. 
& raerch., 14250 Pl> mouth 
Rd., Delxoil 32. E. B. Bro- 
gan, adv. mgr. Rambler 
A. D. Cage adv. mgr. 
Nash, Hudson S .Met 
ropolitan 



S. A. Skillman gen. sales 
mgr.. 635 So. .Main, South 
Bend, Ind. 



AGENCY 



N. W. Ayer & Son 

4100 Prnobscol Bldg. 
Driroit 26. Mich. 



BBDO 

1800 Penobscol BIdg., 
Drlroit 



Cranf Adv., Inc. 

2900 Guardian Bldg.. 
Detroit 



Ross Roy, Inc. 

2751 E. Jefferson .^ve., 
Detroit 7. Mich. 



McCann-Erkkton 

3546 PenobMToI BIdg., De 
troit. 



Campbell-Ewald Co 

CM BIdg.. Detroit 



MacManut, John & 
Adams, Inc. 

Bloomfield Hills Mich. 



Kudner Agency, Inc 

575 Madison .A\e., 
Ne»» York City 



D. P. Brother & Co. 

CM BIdg.. Detroit 



MacManus, |ohn & 
Adams, Inc. 

Bloomfield Hills. Mich. 



Kudner Agency, Inc 

575 Madison Ave^ New 
York City 



J. Walfer Thompson 

2130 Buhl BIdg.. Detroit 



Kenyon & Eckhardf 

1500 Penobscot Bldg.. 
Detroit 



Young & Rubkam 

1600 Penobscot BIdg.. 
Detroit 



Foofe, Cone & 
Belding 

1060 National Bank BIdg 
Detroit 



Ceyer Adv., Inc. 

I42.S0 Plymouth Rd., 
Detroit 



Benfon & Bowles 

444 Ma(li<«n .Ave.. New 
York tiiy 



ACCOUNT execuTive 



Urn. T. Lo*»e supv. ser. 
\larTen .Abrams radio & l\ 
sen. rep., Deiroil 



R. E. .Anderson gen. mgr. 
John .McKee acct. supv. 



M. B. Caiher a.e. 

.A. Hammond 
media dir. 



W. H. Cer>tenberger v. p. 
& acct. supv. 
Robt. C. Lyon a.e. 



F. W. Overesch.. *.p. i 
acct. group head 
Robt. M. Ellis a.e. 



Colin Campbell sr. >.p. & 
gen. a.e., Philip L. Mc- 
liugh v.p. radio & tv 



Ho\ey Hagerman sr. v.p. 



Steve Richards 



Sheldon Moyer v.p. & 

t^'t. mgr. 

W L, Corradi. a.e. 



Chas. F. Adams v.p. 



J. W. Millard 



Donaldson B. Thorburn 
v.p. & <upv. radio & tv 



D. J. Cillrvpie. v.p. & accl. 
sup*.. Richard T. O'Riley 
v.p. & sr. a.e.. W. C. Mar- 
tin v.p. & a.e. 



A. P. Butler v.p. & acct. 
Slip* .. H. E. Beard a.e.. 
J. R. Bracken. Jr. a.e., 
T. R. ^la>nard. Jr. a.e. 



Bruce Miller 
.Albert Remington 



J. F. Henry v.p. & a.e 
E. J. Rogers a'.Nt. a.e 



Jamrv Black acct. supv. 
Frank Stephan a.e. 



TIMEBUVER 



i.Ne** York) Helen Hart- 
wig & Richard Biinbiiry 



L, Weinrich media «itpv. 
B. Cruu^ 



Jamr> A. BroMn 



Carl E. Ha-M-1 v p. & 
media dir 



Kelso Taeger media dir. 
\lm. J. Da*i«i a>s*t. 
media dir. 



Carl Crorgi *.p. & media', 
dir. i 



Cha*. N. Campbell 
media dir. 



John Mar-ich. Ann Cardi- 
ner. Marge Sranlon 



Watts \l'acker media dir. 
Jack Ualsh 



Elmer Frochlich 
v.p. dir. ol media 



John Marsich. Ann 
Gardiner 



Ralph Bachman media dir. 
• Detroii). Tom Clynn. 
Dorothy Thorniitn i Ne** 
York I ■ 



Brendan Balduin me<Iia ^ 
sup*. ( Ne** York*. Don C.I 
Miller >r. v.p.. Loimh Ken- I 
nedv 3 



C A. Nixon 
R. C Holbrook 



Robt. IIu^««>. media dir. I 
Cenevie*e Lemper chief, 
limebiiyer (Chicago) | 



J. R. Teliiky DeJrnit 
me<)ia dir. 



Richard ^IcCoocy 



SOURCE: This directory was compiled for SPONSOR by William H. Cartwrlght. manager of Edward Petry &. Co.. Deuoi 



Copy switch from nuts 'n' bolts to style fits tv 



era 



rill' <)|il i iii|iha«i- nn mrcliiiiiii al "(iin-ri- 
m il> U rrllccli'tl in llif \\ ill> >. k ml, 
upper n;;lil. IddaN's curi fcaliiri' dt -ifjii 
idciirril li\ (.'lir\>Ii'r (dorp's falnic 
plii'lii ii\ ri^lil, l)\ llir lii-ili fii-liiini •~\u\\ nf 
u \lcri-iir) liclow, iinil Iiy llu- Olil-iiinliilc 
|)i(Imr willi pIfiilN (if \Mim;m-;i|)pcal al 
U'Wi-r rijzlil. 'I'v (•oimncri-ial-. fcalurc -iii-li 
|)t'r-oiialilic-. a-; Julia Mcadr and Mary 
( n-ia III rinplia-^i/i- ilw nt'w s-laul al 
woniin a- a purclia-in;; jiowrr jn-.! a-; rar 
-.alr-uuMi loday take llii-ir wivt-^ alnnp mi 
ili-iiinu-lraliou riili'> In -pin ihcir salf< 






W| LLY S - K N I C H I S/A 



\iUiiinitl (.1 II -rill hii , \liir h l<ij 




anh\ and lia\e a (lirett iiiduenre on 
lni\ing decisions, cspeciall) when par- 
ents ha\o no stroiij; brand preference. 

■■\\ liile women and cliildreii must \ye 
recognized as important factors." Dr. 
Dicliter continued, "advertisers must 
not o\erlook; the fact that the man in 
the faniil) seeks satisfactions for him- 
self in an increasing!) frustrating 
world o\er which he has Mttle control. 
He derives satisfaction not only from 
the power of his car hut also from its 
respoiisi\ eness. The feeling that this 
instrument does, after all. respond in- 
stantly to his touch gives him a sense 
of mastery." (Most ride demonstra- 
tion \ia tv commercials certainK con- 
vex this Jiiastery-of-motion feeling. I 
The successful appeal to the car buyer 
will use ail these family needs, weaving 
them into a commercial which will act 
effectively for mother, father, chil- 
dren." With close to 20 programing 
hours a week slated for tv next fall, 
auto manufacturers will have a chance 
to do just that. 

Prestige: Cars are social climbers, 
too. Kvery auto company is trving to 
push its own make a little higher up in 



Motordom"? social regi>ter. \\ hen suc- 
cessful, it is reflected in greater |)ul)lic 
acce|)tance and increased sales. There 
have been cases of autos which ha\e 
been on the market for \ears. which 
are mecbanicalK excellent, but which 
have never made the grade in |)ublic 
prestige. S|Jon-or>liip of a good t\ 
>how and its identil\ with the sponsor 
has been found effective in building 
this feeling of prestige. 

"Autmnobile athertising -eem* to 
reaj) particular benefit- from program 
association.' sa\s Leonard Kndi?ch, 
execntix e \ ice presiflent of >chwerin 
Research Corp. "For exain|)le. com- 
mercials for one make had no cflcc- 
ti\eness gain when tested in a partici- 
pating show, but got se\en jierccnt of 

ARTICLE IN BRIEF 

Current buying at auto companies and 
agencies indicates a SlOO million year 
for air media, its biggest ever. This 
fall, night net tv v^ill find cars ad- 
vertised practically across the board. 
A change in Detroit thinking is respon- 
sible for tv becoming a basic medium. 



the audicni e in -witth In lln- brand 
ubcii te-led on a |irnj.r,iiii wliiih tin 
a(l\ cri i-ei had been -|>iin-<ii in. fur a 
liing time. \li>ng wilh llii-. ri ii riii- 
brance of pnint- w.i- nmre lli.iii 

twice a- high on llie -|)nii-nr - -Imw." 
( ."^c li w e r i II K f-ea r< h ' - ( nnipi lili\ » 
Mea-ure i- a le-l in wliiili \i<\\rr- 
cherk. bi'fori' and afli r i iii_' a inin- 
mercial. wliirh iii.ikr pr-nlin I tlirv 'd 
like lo win. and the i lian_i' in rlii'iie 
i- nnled. I nr ,inl'>-. the nlfi-r i- a -iib- 
staiitial (a-h -iim ti.ward thr bc-t tar 
deal the winner i an make. 

In <;eiieral. ""i hwerin lu'-i-an li biiind 
in -nmniiii__ u|> all tt -t- in the jia-l \ear 
that r>l' I of ( ar i "inmer< iai- « au-»'d a 
-ignilnant inrrea-e in tin- nun bi-r of 
people rhaiuin. to lln- atbiTti-fd 
brand. " That i- heln^ the oM-rall |wr- 
(i-iitai:e for cummerciab in all full-. ' 
kudi-i ii admit-. "Il i- a lot ea-ier. 
for example, lo -wa\ women - |>ref- 
i reiK e- in the beaiil\ produrt field - 
but it ne\ ertliele-- -how- that a lot of 
automobile cominert ial- are producing 
strong result-." 

^le^^ iiKtrketiug kiiowletlge: In- 
Wlea^c turn in jyage 77 i 
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Behtaid -Milner Products' success is the kno\v-llo^^ of Howard S. Colioon, 1.. president and Gordon Be>t Ad\ertising Agency. Shown exam- 
ining sales promotion material with Cohoon are Frank F. Morr, agency v.p., and account executive and Gordon Best, r., agency president 

THE FABULOUS RISE OF MILN 

Sales of a pine oil cleanser and, later, a synthetic starch 
went np 90-fold in nine years. The prime media: tv and radio 



^Lvery once in a while some little- 
known company or product rockets 
across the advertising firmament leav- 
ing a fiery trail of record-breaking 
sales in its wake. 

The sight of tiiis blazing success is 
usually like a shot of Benzadrine to 
admen, who, after shaking off the ef- 
fects of after-lunch Martinis and huni- 
bl\ repledging their faith in advertis- 
ing, will eagerly ask: \S'ho (or what) 
did it? 

One of these rocketing successes is the 
Milner i'roducts Co. of Jackson, iMiss., 
makers of Pine-Sol and i'erma Starch. 
During its nine-year slam-bang hislory, 



Milner increased its sales from a start- 
ing point of $77,000 to what is pre- 
dicted to be (and what will likely be) 
$7 million in 1957. To those interested 
in mathematics, that's a 90-fold jump 
or a 9,000'T increase, depending on 
how \ou like to figure tiiese things. It's 
also about 40^( above 1956. 

Who (or what) did it? Tv, radio 
and Howard Cohoon — though not nec- 
essarily in that order. 

Cohoon is the president of Milner 
Products. He took over the reins of the 
company after a rising (and still ris- 
ing) young southern industrialist by 
the name of R. E. Dumas Milner 



bought it in 1948 and today, obviously, 
is damn glad he did. At the time Mil- 
ner bought it, the firm went under the 
name of Magnolia Chemical Co. and 
was a local janitorial supply house 
selling a pine-oil disinfectant. 

Cohoon, with the aid of Gordon Best 
Advertising, took this janitor's disin- 
fectant, turned it into a grocery prod- 
uct, named it Pine-Sol, advertised it 
aggressively and punched through to 
national distribution in about five y ears. 

Though Cohoon and the agency 
started off with newspaper advertising, 
the air media quickly showed a su- 
perior sales-influencing ability. Con- 
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sidfiiii}; tilt' iiiiliirt' of tlit» |)ri)(lii(t 
it's 11 foinhiiKitioii lioiiscliold cU'iinsrr, 
(lislnfcctiuit £111(1 (Icodorniit it s not 
siir|)risiit^. 'I'lif ;iir iiit'(li;i li;i\f shown 
tiiiit' ;iii(l iifiiiiii tlioir t'ITt'cti\(Mifs.s in 
sclliiij; this niul sitiiilar t\ |><* products, 
iiotaldv soap. 

Coliooii ffcls tlu" i'X|)laiiiitIoii for air 
iiifdia's siiporiorit\ and lu-'s ^ot con- 
siiiiicr ri'5t'arcli studies to hack it U|) 
is as follows: ''Wliilc hotli I'iiu'-Sol and 
I'criiia Starch |)ro\idc hcncfils to the 
user, when either one is used the honie- 
niaker is not not dressed at her hest. 
She is not entertained, she is not beau- 
tified, in hrief. rine-Sol and Perma 
Starch are not jihiinorous products. 

"Since this is so we cannot ex|)ect 
there uill he nuich. if an\, innate de- 
sire on the part of women to expend 
the elTort to really read and find out 
ahoiit our |)roduct. So they are natu- 
rals for ad\ ertising 1)\ the s|)oken word 
— the forte of radio and tv. Hesides, 
we jiet the atlded advantage of the en- 
thusiasm, the salesnianshi|) and the 
|)ersitasi\ eness of a gooil salesman.'" 

Hut the clincher is this: "At least 
for our products ue lia\e found that 



ARTICLE IN BRIEF 

Milncr Products will spend $1.25 mil 
lion on advertising during this year, 
90% in spot tv, spot and network 
radio. The know-how and aggressive 
advertising made a pine oil cleanser 
and a synthetic starch the leaders 
in their respective fields of endeavor. 

personali/.etl sellinu ae(oin|)lixhes the 
desired result. " 

This \ear Milner will s|(end 90'/ of 
its ad Inidget on ;-|)ot t\ and s|)ot and 
network radio. Tlli^^ hudpct will total 
ahout $1.2.1 million, i\p nearh TiO'/' 
from last \ear. with an additional 
S2.i(). ()()() for sales promotion. The 
share of advertising to estimated sale>^ 
is thus ahout MVi . InterestingK 
enough, this is identical to the >hare 
reported for soa|)s. poli>lies and de- 
tergents this \ear in a sur\e\ made 1)\ 
the .\N \ in January. While I'ine-.'^ol 
and Perma Starch do not (|uite fit into 
the soa|)-|)()lish-(letergent eategor\. the 
twi) Milner |iro(lucts are |)rol)al)l\ 
closest to it than any other. 

The heav\ ratio of ad monies to air 



n i-di,! his hri'ii .1 fi ituic iif Mdid I 
ild\ritl-ni ■ -ni r !'' )tl. ">nii r tluit to • 
t\'iiidi<i I \|ii'ndituic |in< liii n <•! 
-i-lchiK SM-il ,d oM- ><l' , i.f th .1 1 
hnd' I t. In I'' r>. the h ■III" w.i- ,1' 
in !•>')(.. it wa- aj', . 

Of the two .lir II I'di.i. i idio h id ri 
ccivcil the lion >< '■hill- until 1 i-t \rii 
Willi tin- pun ha-c uf I'l-mia ^1 iri li in 
I'/).") there l)c;raii a s\\n<li to t\ hi- 
< au>-<' of the Mci'd to dciiimi-'ti itc ll I- 
|(ioduit and it^. propi-i u^c. I'm i i 
.''^tarcli is a r'oni|iaratis rK i i-w 
tlirtic and one -"tare hiii". the lahel tells 

lioil-ew i\es. will |;|.t tlir ll ei'llt t"" 

I.") washings. 

.^o la-t \ear Milner |)liinkrd J' r uf 
it.- ad dollar* on t\ ami .1(1'. on ladio. 
Till- \ear the figure- are 'i) and J'*','. 
I he -hare for radio, ImweM r. hid' - 
(.olioons real re-|)e( t for the niediiiii . 
1 Ic e\|ilain-: 

"l'!\en though l*ine-"^ol doe- not 
henefit a- much from \i-ual -ellin^ Ix*- 
cau-e the product doe- riot lend it-(lf 
a- well to deriion-tr.itiori. it i- rrore 
economical for our firm to hm tv for 
two |)roduct- than one. I hi- i» hr<an-e 
of the tv package anriouiieemerit | l.ii - 



tODUCTS 




Television: Milner u^p^ minute- within web 
tv >liow- not -old nationally in -mailer mar- 
ket*. Shows bonplit into include "NBC .Mati- 
nee;" CBS T\'"- "Hnuseparly,"* I show n above) 



Radio: ^Vinner of .Milnrr's houseboKl hint- 
contest sew- button on Robert Q. Lewi-" 
jacket. Lewi-' CBS Radio -how and U?C 
Radio's "Breakfast Club" help promote ihe 
contest. Milner biivs five minutes of each 




Milner spends 90% of its $1.25 million ad 
budget on spot tv plus spot and network radio 



coiiimoiil) a\ailable. By and large, the 
tliscoiiiil for a inaxiimun aiirioutice- 
iiipiit ])arka<:p is twice tlie discount of 
the inininiuni ])ackcige so that it he- 
coiiies ])iire economics to hu\ t\ for 
both products. \N^ere it not for this 
fact, ue undouhtedl) would ho using 
more of our Fine-Sol budget on r adio." 

Another economic argument here, 
Colioon sa)s. is that Alilner is able to 
use t\ during its cheajjest time periods 

meaning dajtime, of course, since 
the firm seeks a female audienre. 

Milner's economical timebuying has 



Principal owner of Milner Products is R. E. 
Duma* Milner, young Southern industrialist, 
who hoiight firm in 1948 for $18,000. Milner 
is the largest General Motors dealer in the 
V. S., owns two hotels, a radio station, is 
constructing office huildings, a shopping ceiUer 




collared the firm an a\erage l\ cost- 
])er-1.000 of 5?>c. On radio, the aver- 
age has been running about 95c. 

Tv schedules a\erage about 600 an- 
nouncements ])er week on .59 stations 
in 56 markets. This give.s the two ])rod- 
uc-ts about 23 million gross impressions 
per week. Milner uses minutes where 
it can. but also 20-seconds and l.D.'s. 

In his search for minutes. Colioon. 
who spends about half his time on the 
road and handles a considerable 
amount of the timebuying chores him- 
self, has corralled a number of the 
longer announcements within daytime 
tv network shows. This is particularly 
true on smaller stations, many of whom 
are fed network shows on a sustaining 
basis and sell the time locally. Among 
these S])ot-in-network buys are minutes 
in the Arthur Godfrey. Art Linkletter. 
Garry Moore and Bob Crosby shows 
on CBS TV and Queen for a Day and 
\BC Matinee on NBC TV. 

Carrying the brunt of radio adver- 
tising are five minute segments on the 
Robert Q. Lewis show on CBS Radio 
Saturday mornings and Breakfast Club 
on ABC Radio Monday mornings. 
Spot radio is used in four markets 
where Milner isn't using tv both be- 
cause it provides a continuing yard- 
stick of radio efficiency and because 
the stations' ]iersonalities have some- 
thing extra on the ball. Also used is 
WJQS, Jackson, Miss., which has been 
bought for an exceptionally good rea- 
son : Milner himself owns it. 

The web radio shows are the adver- 
tising spearhead of an intriguing and 
successful sales promotion operation. 
This is the Mrs. Homemaker's Forum 
contest, which is promoted only on 
radio. To quote a publicity release 
about the Forum: "This organization, 
sjjonsored by Milner Products, invites, 
collates and disseminates household 
hints to ease the work load of home- 
makers the nation oxer and rewards 
enter])rising housewives for sending in 
their practical household hints with 
cash prizes and Florida vacations.'" 

But that's onl) ])art of it. The hints 
are collected in a column and syndi- 
cated in about 4,000 newspa])ers. S]ie- 
cial coluiuns are also ^U])])lied to re- 
tailers yvlio use them in ads and an 
encyclopedia of these hints has been 
])ublished. The hints collected are not 



Old) about Pine-Sol and Perma Starch, 
it should be ]iointed out. but each col- 
umn has one item about the Milner 
brands tucked away unobtrusively. 

Last year the Forum received 750,- 
0()0 hints ])lns a Pine-Sol or Perma 
.Starch label during contest time, which 
is the first three months of the year. 
This year the total is ex])ected to be 
yvell o\ er a million. Each week during 
the contest nine winners receive S5. At 
the end of the contest, 40 housewi\es 
and their iiusbands are awarded Flor- 
ida vacations. This y ear, for the first 
time, four retailers, four salesmen for 
brokers and one broker were also given 
Florida \'acations for the best mer- 
chandising support. 

One of the most interesting asj^ects 
of the Forum, which has been in exist- 
ence for three y ears, is that the sending 
of hints started out as a. s])ontaneous 
affair and turned into a contest later. 

There is little else in the Milner 
story that is spontaneous. howe\'er. It 
is a story about people yvho knew their 
business but were also yvilling to take 
a chance. The measure of that know- 
how" is the fact that Pine-Sol and 
Perma Starch are the only nationally- 
distributed brands of their type and 
are far and away the sales leaders in 
their respective fields. It is notable 
that Perma Starch did not get off the 
ground until Cohoon took it o\er. And 
it is also notable that before Dumas 
Milner took over that small Jackson, 
^liss.. chemical firm for $48,000, ]iine 
oil interests in ^Mississippi, yvhich is 
the biggest ])roducing area of pine oil. 
had tried to interest P&G, Colgate and 
Lever Bros, in marketing a ]iine oil 
product yvithout success. At present 
Milner Products is the biggest user of 
the stuff in the world. 

As a matter of fact, yvben Dumas 
^lilner first took over Magnolia Chemi- 
cal he wasn't sure how pine oil could 
be marketed though, to be sure, this 
canny, young industrialist (he \\as 
only 31 at the time) had some inkling 
of its potential. WHien Cohoon was 
]icrsuaded to come in as general man- 
ager, he yvasn't sure, either, how to sell 
it. Cohoon s considerable experience in 
the soap business provided him with 
ideas on how to find out and he trav- 
eled around the South for a while 
talking to retailers and brokers. The 
end result yvas the decision to make 
a household cleanser out of an institu- 
tional disinfectant and fight to get shelf 
s|"ace next to other cleansers. ^ 




SPONSOR asked at the 4A's meeting 



WHY DON'T YOU BUY MORE SPOT? 

Marketing .slrale«;y, not cost of liaii(lliii<x >\)ol. diclalcH aiiioiiiit 

rt'tM)iiiiiU'ii(I('(l to client, say liea(l> of ad ajieiieie-* (|iieHtioiie(l 



WIIITK SI LIMirU SPUINCS. W. V\. 
^^(Uiltl spot l\- and radio gel a larger 
eliuiik of the ad\erlising dollar? I? 
sjH)l more ex|iensi\e to handle than 
oilier media? Does this mitigate 
against spot? 

Last wee's, in the jiremature heat 
of White Sulphur Springs. sfO.Nsoit 
|iul these questions to auenex man- 
agement while (»0() mendiers of the 
4\s were gathered at The Greenbrier 
for their annual idea exchange. 

For a three-da\ resjilte. at least. 
eom|ietition between agencies was 
relegated to golf links and bridge 
tournaments and in this relaxed at- 
mosphere management executives of 
agencies ranging from under -SI mib 
lion in billing to well o\er .S2(X") mil- 
lion concerned themselves with |irob- 
lenis common to all. 

One such problem, although not 
actualK on the agenda, is the relative 
jirofitabilit) of the various media. It's 



a subject that ma\ come under clo-er 
*erutin\ within the next \ear as the 
findings of the \N \"s ?tu(l\ of ageiic\ 
■*er\ ice* begin to emerge. 

In bis 27 \|)ril addre-- to the \ \'s. 
Profe**or \lbert I'rev . wlio'^ rondiu t- 
ing the W \ stu(l\. >aid that the focu> 
of his sur\e\ will be ii|ion the rjiii:e 
of agenc\ *er\ ice^. \gen( ie>. who feel 
tiie\ mu-^t ju-lif\ liieir l i'< eommi— 
*ion. are >lud\ing more clo^eb than 
ever before their co>I of o|)rrati"ii a- 

ARTICLE IN BRIEF 

Spurred by ANA study of agency ser- 
vices, members of 4A's are studying 
agency cost of operating, including 
cost of handling different media. Most 
find tv programing department a bigger 
cost factor than spot buying, feel 
client needs dictate media decisions. 



well a~ the eii^i iif ^< r\ i< iln-\ fnri i^h. 

lluw do l\ and ra li « ^liajM 

Uj) under thi* -t rutiiu .'' \nil \\li.it 
eile* t. if am. due- ihi- fin. mk ill ^onl- 
-eartbiiiL' ha\e n|>'>n tl <• '1 >llar- _ «.i t: 
into tlii'^e meilia 

--(()N"-<M{ re\irwe<l tlir-t (jni-tlM- 

\uth h<\i(U 'if a broad < r< ' ' > f 

j:.'en( ir- raniiii fr" i - ii h _i.TnI- 
lieadijuarterrd in New ^ I'lk J. 
W alter Th..mj -m. l'.l'd>l >. < -t- n. 
lir\an lli>n-ti>n and t.riN \d\'rIr-M_ 
to ont-ide- New ^ ork <l_'-n' i< - like 1 il/- 
_erald \d\erti-in_' in N'W <>r|eii». 
Tatham-l ,aird in ( hira.n. (>udl Ba^- 
eom ^ l!<«ntii:li in "^an 1 r.inri-. <>. 
l,ind-e\ Cel. in l{i< hn < nd. \ a.. 
Killer. Neal an 1 Battle in \tlanta. < urt 
Freiber::er ^ (..<>. in Pemer. Niedham, 
l.oni- ^ Brorb\. (Jiicaizo. 

The-e are -ome of the eonelii»ifin> 
emerging: from sPon^ok"- .ur\e\ : 

• F\er\ one of the a jeiif \ men inter- 
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Cost of handling media varies with type of client, 
size of agency, methods of buying, say agency heads 



viewed pointed to an increased share 
of the a<ienc\ "s bilhiig in spot during 
1056 compared with 1955 and pre- 
dicted further growth during this year. 

• Most agencies do cost-accounting 
1)) clients rather than hy media. In 
that manner. the\ feel, they achieve a 
better balance of ser\ ire for each 
client without being prejudicial in 
terms of the cost of handling different 
media. 

• In most agencies as much as a 
25' ( fluctuation in spot billing one 
\va) or the other would not affect the 
agency's overhead in terms of per- 
sonnel on staff to handle spot. 

• The relative profitability of han- 
dling spot tv and radio varies widely 
depending upon the size and geo- 
graphic extent of a campaign. Thus 
a long-term saturation spot campaign 
may be cheaper for the agency to 
handle than a one-shot network buy. 

• The expense of handling spot, in 
giant air agencies particularly, is often 
less than the high cost of maintaining 
a fully staffed programing department 
for network buys. 

• Criteria totally unrelated to profit- 
ability for the agency and stemming 
rather from the nature of the spot 
media usuall) dictate agency media 
recommendations to clients. 

According to top agencymen. the ra- 
dio and tv stations themselves as well 
as their reps hold the trump card on 
making spot a more appealing buy. 
It's up to them to cut through the 



paperwork maze which adds to agency 
overhead in placing spot campaigns, 
and more important, to make spcjt 
more competitive with network and 
thus a better buy for clients. 

Here's how top agency executives 
analyze their handling of the spot 
media today: 

► Can spot become a better buy? 
"Spot isn't the perfect medium for 
every client or every advertising objec- 
tive," said Bryan Houston, chairman 
of the board of Bryan Houston. "Fre- 
quently availabilities are tight. Sta- 
tions tend to jam in too many com- 
mercials in top-rated time. So you 
end up with a choice of squeezing in 
20's or lO's among a batch of other 
commercials or moving into second- 
rate time periods." 

Another major factor to mitigate 
against greater use of spot is the 
number of new network segmentation 
plans vying for sponsor dollars. 

"No network can take the place of 
a good popular local personality in 
persuasiveness." says Houston. "But 
once such a personality becomes suc- 
cessful, he sometimes allows his show 
to be overloaded with commercials. 
On that score and in terms of product 
exclusivity the networks give better 
protection." 

Two top executives from Southern 
agencies, discussing their spot tv strat- 
egy during an afternoon respite, pointed 
out that the continued growth of tv has 
made the handling of spot less costh 



than in the early days of the medium. 

"We've been using tv for our clients 
since 1948, and today spot accounts 
for about one-third of our total bill- 
ing," Dan W. Lindsey, Jr., president 
of Lindsey & Co., Richmond, Va., told 
SPONSOR. "But until about a ) ear ago, 
spot tv was very unprofitable for the 
agency because of the high cost of 
production. As tv accounts have 
grown, the medium became profitable 
for us.'' 

"As you use more markets you can 
amortize the cost of film and produc- 
tion," said William W. Neal, partner 
of Liller. Neal & Battle. Atlanta. 

"The only trouble is that local tv 
stations are programing more and 
more film, and don't maintain full-time 
live crews. So you have to pay any- 
where from S5 to S75 extra if you 
want to have a crew there for live 
commercials." 

The Lindsey agency's largest spot 
advertiser, the James G. Gill Co., a 
regional coffee brand, uses syndicated 
half-hour shows. Says Lindsey, "Today 
you don't have to go to film to insure 
good commercials. Local tv stations 
are doing an increasingly good job 
with their live announcers and their 
technical crews. And stations and 
media reps both are doing a better job 
these days of selling against print." 

► Hoiv costly is spot for the agency? 
That is probably one of the toughest 
questions for an agency to determine 
with any accuracy. Mel Brorby, presi- 
dent of Louis, Needham & Brorby and 
current chairman of the 4A's. made 
such a survey a couple of years ago 
but finds that these figures are con- 
stantly changing ones. Furthermore. 



Mel Brorby, senior v.p. of Nt'edham, Louis 
& Brorby, Chicago, newly elected chairman 
of 4A's, did media cost-accounting study 



Dave Danforth '1). BBDO exec. v.p. and v.p. of 4A's, urged the 400 4A's members attend- 
ing convention to cooperate with ANA survey on agency services and compensation being con- 
ducted by Prof. Albert Frey, professor of advertising and marketing at Dartmouth University 





HOW AGENCY HEADS LOOK AT SPOT 

Agencies lia\e noted an incrca^i-il ^lian- of total Mlliiv in ^[xit 
^ in 1936 compared with 193.5. and anticipate that --pot"^ ^harr 
iiui) rise further this \ear. Hun iii^' liiii^e^ on a\ ailahilitii*- a- 
well as client need, since f;oo<| time pi'rioiN are ^till jaiiiineil. 



Cost of handling spot does not alter in direct propttrtion \sith 
2^ .spot billing. Certain merhead and niaiidiours of work ri'inain 
fixed throughout 23' » fluctuations in spot l>n\in^. l^r;.'e hilliiiL' 
in saturation spread in niau\ markets p\entnall\ amortize^ co^t. 



Size aiul extent of canipaijin alTeet^ ru-i of plac ing it. Hiu^ 
^> saturation hn\ ing for long-term comniitment> can he ( heaper 
" for agcnc) to handle than >-ingle t\ hn\ on one-^liot ha-i*. 
Program department is higgest (ncrhi-ail in large air agcnc\. 

Wiser sales strateg\ on part of local station* eonid make *pot 
^ more competitive with network. >a\ agenc\ men. 1 he\ n-i om- 
" mend hetter product protection, more conipctiti\e pri( ing. hi tter 
availahilities choice, hetter .-cr\ice from -tation management, rep-. 



in dilTerent agencii's the lines of 
tlemarcation hetween spot and network 
within till" media department var). 

"In onr shop the same hn\ers hamlli" 
spot and network, depending on the 
client," Dave Danforth. executive v. p. 
of 1)1?1)(). told .si'oxsoli hetween Sat- 
nr(la\ morning sessions at the -1 \ s 
eon\ention. "It would hi- dillieult to 
determine how nmeh it costs the 
agene\ in terms of man-hours. \ far 
"reater cost-determiuin" factor is the 
tlistrihntion of the client s product and 
the numher of markets the media 
department has to consider for a par- 
ticular spot campaign. At any rate, I 
know that the percentage of spot we"\e 
heen using has been increasing in rela- 
tion to ()\er-all hilling and that goes 
for radio in the past jear as well." 

Norman Strousc. president of J. 
Walter Thompson, and one of the 
speakers at the coinention. feels that 
the spot media have done a good job 
of making spot easier to buy. "Of 
course, each medium dictates a certain 
amount of o\erhead. For instance, we 
have special field men. producers, 
under Norm \'arne\ . w ho travel to 
local markets to supervise our clients 
spot activit)."' This overhead is justi- 
fied and amortized through the large 
proportion of JWT spot billing. 

Just a? media organization varies 
from agency to agciic\, so docs the 
cost of handling indi\idual media. In 
the case of San Francisco's Guild. Bas- 
coni & Ronfigli its network relations 
that dictated the recent addition of a 
top-lc\el media executi\e. Reggie 
Schuehcl. as head of the \e\v York ex- 
tension of agenc\ "s media department. 

"Our main reason for this step was 
for closer network contact in Xew 
^ ork. w here netw ork hu\ s open up." 
sa\s Walter Guild, chairman of the 
board of GH&B. 

Bart Cuniniings. president of Conip- 
ton. w hose agency eniplo\ s 640 people 
to handle o\ cr .S70 million in billings, 
sees continued growth of agenc\ o\cr- 
head apart from the handling of spot 
tv and radio as agencies ser\ ice more 
and more of tlieir clients" needs. "Our 
marketing department, for instance, 
includes 16 men this year." (about 
four more than last \ear at this time). 

"We don t charge clients for this 
ser\ ice. at the same time we continue 
to make greater demands on our media 
men. For instance, each bu\ er sends a 
report on his spot schedules to Frank 
Kemp (media director) and to the 
account executive each month. And if 



we see no changes in this schedule, wc 
"o back and ask him wh\. The medium 
requires constant reviewing and im- 
proving of schedules, and that"< the 
agenc\ "s job. 

At the Tvl? cocktail part) toward 
the end of the 4 W coinention. Joe 
F.pstcin. \ .p. and treasurer, and Joe 
Killecn. president of Fitzgerald \genc\ 
in Xew Orleans, discu.-.-ed cost ac- 
counting b\ media. 

"1 don't realb bclie\e that this could 
be done accurateK." Epstein told 
SPONsOK. "But even if it could. 1 m 
not sure it would be wise. Just sup- 
pose, for the sake of argument, that 
we found out that radio was more 
expensi\e for the agenc\ to handle 
than some other media, for in- 



stance. F\en if 1 trii'd to keep ih\- 
information confidential, it woidd be 
likeb to >eep through and it would 
ne(e»>aril\ prejudice onr media men * 
recommendation*. Tin* would defeat 
an agi'nc\"* primar\ aim of rendering 
efTecti\e and profitable -ersiie. 

I hi* agenc \ . too. ha* -een an in- 
crea.*in:z proportion of it- e*tin atcd 
•^12 million billin:;* ^o into -^pot radio 
and t\ in the pa*t \ear or two. 

"1 think people tend to forget that 
the greate*t -incle a<:enc\ o\erhead 
*inee the ad\ent of t\ i* the t\ pro- 
graming department." \rt Patham. 
prc*ident of Tathaml^ird. who-e 
agenc\ bilb in exc e<* of .S2(l million, 
told sPOX^OK. "1 think this more than 
balance* the co*t of handling *pot. ' ^ 
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IS YOUR 
PRODUCT 

TABOO 



FOR TV? 




It's not the product that offends viewers, says 

Raymond K. Maneval of Schwerin Research, 
hut rather the manner in which you present it 




o \ ou feel )()ur product is too per- 
sonal to be discussed in the family liv- 
ing room? 

\ot too man) )ears ago manufac- 
turers of deodorants, toilet tissues, 
beer and the radio networks felt the 
same wav. But our experience at 
Schwerin in testing the public's reac- 
tion to "taboo"' products was that of- 
fending an audience depends more on 
the manner of presentation than on the 
product itself. 

Today television clients are still feel- 
ing their \va) along where personal 
and sensitive products are concerned. 
Many ha\e learned to use the medium 
efl'ectiveh and without offense. Others 
may still be standing on the threshold 
wondering whether they can sell brands 
and yet not shock the audience. 

Some recent results of Schwerin 
tests should help orient vou if yours is 
a ticklish product to talk about. And 
there may be a moral or two here for 
the advertiser no matter what his prod- 
uct. This is what we found in testing 
tv commercials for three brands of 
toilet tissue. 

• Only 4^^? of the audience felt that 
this product should not be advertised 
on Iv no matter what the presentation. 

• A mood approach (associating the 
[product with certain ideas, softness, 
gentleness, a bain's skin) was inoffen- 
sive to a great majority of the viewers. 

• A straight sell on audio stressing 
specific product features caused 21'^? 
of the audience to think the connner- 
cial was in bad taste. 

• A radio eonnnercial for another 
toilet tissue was found in bad taste by 
25' f of the audience because both a 
man and a woman discussed tiie quali- 
ties of the tissue. 

The results of these tests (shown in 
the chart at right ) indicate a good rule 
of thumb when dealing with "sensi- 
ti\e"' products: When in doubt use 
mood rather than logic. The logical 
sell, uidess care is taken, has a ten- 
denc) to draw attention to the features 
of the product that made it "sensitive" 
in the first place. 

The taboo against connnercials for 
women s underwear has been success- 



fully and tastefully breached on both 
tv and radio. Bra and girdle commer- 
cials that present fully clothed models 
presumably wearing the garments have 
received very high good taste scores. 
The problem of demonstrating the 
garment in action on tv was solved 
simph h) eliminating the model, a la 
Topper, so that the girdle or bra is 
worn by an in\isible ectoplasmic 
woman. 

A pretest of tv connnercials for two 
undergarment manufacturers revealed 
that 21' ( found an early approach to 
the demonstration problem in bad 
taste. Oidy I'l found the commercial 
offensive w hen the "Topper" approach 
was used I achieved by photographing 
the garment on a model completely 
clothed in a tightfitting black outfit 
against a black background*. 

In this case presenting the finished 
product (what the undergarment does 
for the appearance) and showing the 
garment alone in action left a bit for 
the imagination. Rather than demon- 
strating the product graphically and 
perhaps offensively — it was a success- 
ful selling technique. 

An advertiser for one of the presum- 
ably "sensitive ' products — deodorant 
soap — jumped in where angels fear to 
tread. He made the point that his 
product gives the user a clean re- 
freshed feeling by showing a lithe 
\oung lady in a bathtub scene that 
would have done justice to De Mille 
depicting revelry in pagan Rome. The 
taste score on this commercial was 
quite good: onh C'r of the women 
respondents thought the eonnnercial in 
bad taste. Surprising however was the 
male reaction — twice as many of the 
men objected! 

The twist which forcibly makes the 
point that it is the manner of presenta- 
tion which offends your audience is 
provided by two commercials for a 
completely innocuous product — a 
beaut) preparation. In the fir^t com- 
mercial, on extremel) sultry model, 
reclining on the floor delivers the sales 
message. Her v oice outdoes Mae West 
at her most eloquenth suggestive. By 



■< Sclncen'n lesi audience isn't sgueaniish about most coninierrials isee chart) 
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Percent of audience offended varied with theme in commercials tested 



TOILET TISSUE 




Tv baby story: il"^ ap|)roinli >.et a 

mood. Product soft a~ l)al)\'- --kin 




21% 



Tv straight- sell: produrt quali- 
lie- wrrr -Ire^^cd; >trcngtli, sofliiPr? 




Tv bridal story: a'^o m 1. ili'-mo 

i* *ofl a-i a l)rido's -alin \scddinn pown 




Radio straight sell: ^t^«■"0(l prod- 

net (pialilii-v Mail and woman ~pcak 



UNDERGARMENTS 



Commercial A 




7% 



Tv straight sell: if <n i ro I 

ml (<-aliir<-. No Iim- ><Ii I Jiuhd 




21% 




Tv straight sell: -t " i ' 

inM fi-ali rf idi-<ard«-cl a| P' i I ' 



the ^ecoiul coiiiiiicrcial, the same o\ er- 
healed iiidclel has gotten as far as the 
ruuch. Still reclininrr she delivers the 
rop\ while fending oil the advances of 
an equal!) damp male. 

Audience reaction was dramatic: 
87' ( of those questioned (all women 
and perhaps less prudish than men) 
thought the second commercial \vas 
"too sew to be shown in the home."' 
The first coiiiiiiereial was considered 
''too sensual and in had taste" h\ HO'f 
of those ([uestioned. And \et this prod- 
uct is one a "irl scout can bin without 
a hlush! 

Networks and ad\erti>ers lia\e come 
along \\a\ since the delicate period 
of the 193(Vs and earh 1940"s. Then, 
ill their desire to he discreet, the radio- 
men bent o\er backwards in refusing 
air lime to "questionable" products. 

\\ e found es idence of this beiuling- 
overdiaekwardiiess in 1948 when we 
were asked to test an underarm de- 
odorant commercial used on a popular 
radio program. Onh ~'t of the polled 
audience thought this "discreet de- 
odorant commercial in bad taste. Two 



>ears laler in a le?l run on a beer lele- 
\ision cominercial. exaclb tlie ■iaiiie 
response was achie\ed: onh 7'f ob- 
jected. I The majorils of this group 
objected to the sale and use of beer 
and so were ne\er potential cu>loiner~. ) 

It was ob\ iou> from ihi- lluil net- 
work and .-poiisor caution rather lliaii 
jjublic opinion had branded certain 
products a> -oiiichoNv "olTeii~i\e in 
lhemsel\e>. I hinking was re\ i>ed ac- 
cordiiigK and the eiiipha'^i* placed on 
the specific commercial and \Nhelhci 
its presentation \Na~ or wa-nt in good 
taste. 

Scliwerin'- le>liiig in this field lead- 
to these conclusion> about good and 
bad la-le in t\ and radio: i 1 ) People - 
altitudes about what i> -uilahle for 



AUTHOR: UjMiiomI K. 
Man<'\al. M' e i>r< ~idcnl 
al ^< InM'rin l\i "-ari h, 
-peak- Ironi llie i 1<" e\- 
pcricni e calli'Tfd bv ""HL 
in llie ie>iin£: of Njried 
( i\ and radio roniniercial- 




a(hcrli>ing arc cxtri-mch lib<-r.il; J 
Lq)se> from iiood ta-lo arc _cni ralh an 
oiT>priii'r of a -p<-< ific clcn ciit in lli< 
offending coiiiinercial : i 3 i it - ~af< r to 
reh oil iiiood than on lo_i( in | r< -'-iit- 
ing a "delicate" prodin t : i I -••ii~iti\<- 
product comiiiercidl- altlioii_di nr bc- 
can-cl lln'\ niii-t Ircad li_dilb . arc not 
the priinar\ olTcndcr- of \ic\\( r -i i -i- 
bilitie*: and i i ~in< c tin- quc-tion of 
la~tcfulit«-<~ lie- in the pros inf.- of 
emotion, it i- not ca-s to -poi an idea 
or situation tlut will rub too n .in\ 
pe< "plc llic A\ r< '111: w a\ . 

It i- api'.ircnl from our that 
"~cii-iti\e' produ" t~ base Ixfii ta~t< - 
fulb prer-cntcd on teles i-ioii. aid lliat 
a -ofl-~elliiig. cir< uiii-pe< t ap[ roat h 
need not prcMiil brand -ellinj aid 
efTe(ti\e deiiioii^t ration. Tile qii<-tloii 
of tj~le e\i~l~ a~ more of a probb-m in 
other aiea~. In conniierfiab that 
tear down the competition and the oc- 
casional conmien ial that elicit^ the 
damning audience remark. ''Tlii- com- 
mercial wa- an in-ull to iin inlelli- 
Eence. ' ^ 
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TV'S HOTTEST BATTLEGROUND 

Daytime, scene of intense CBS-NBC competition, may see upsurge 

in fall sets-in-use as ABC readies aggressive programing-sales strategy 



^The most significant development in 
the fall network television picture may 
turn out to be the maturing of an al- 
most-stepchild — daytime tv. The big 
battleground, in fact, for next season 
is daytime. It is now in the focus 
of intense concentration by all three 
networks and of reawakened interest 
among advertisers — some of them en- 
tirely foreign to the daytime scene. 

These are some of the signs of fer- 
ment : 

• Clients and agencies are matching 
the interest of the networks with their 
own reevaluation of daytime. Auto- 
motives and cigarettes, never heavy 
regular daytime clients, are eyeing the 
housewife audience as marketing strat- 
egy swings to recognition of women 



as prime sales targets for products once 
thought of as male-oriented. (See arti- 
cle page 27 this issue for some of 
the factors underlying the shift of the 
automotives to the air media, including 
the major role of women in automobile 
choice today. ) 

• Red hot competition from NBC, 
following its extensive revamp of day- 
time programing, has CBS TV busy 
moving to counter. One step: the hir- 
ing for the first time in recent network 
history of an outside firm to do ex- 
ploitation (Brandt Associates). 

• Into this already hot competitive 
situation steps ABC TV next fall with 
its first extensive roster of daytime 
shows, building back from the re- 
vamped Mickey Mouse Club, which 



is now slotted in the late afternoon. 

Following ABC TV's success in 
nighttime this season, the big question 
only time can answer is how well the 
newcomer can do against two estab- 
lished networks already in an audience 
race. Of key interest : ( 1 ) whether 
ABC TV will chip away at the audience 
already established or whether its en- 
try will raise total sets-in-use during 
the daytime: (2) whether the new 
lower daytime price set by ABC TV 
will eventually influence the other nets. 

Impact of ABC TV: Programing ex- 
ecutives from all three networks agree 
that the daytime audience is far from 
saturated todav. Thev feel that good. 




Stronger participation shows If^^ 

Queen ior a Day helped build ^'BC T\ 's after- 
noon lineup. ^Network's emphasis upon "happi- 
nes* and fun" shows, ralhcr than soap operas 
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ABC'S FALL PROGRAMING STRATEGY 

• At presstime, ABC TV's programing chiefs were in a 
budget meeting about fall daytime plans. Six shows being 
tentatively considered for kine in the 3:00-5:00 p.m. strip 
for October are: JVhat Makes You Tick (Roy \^'indsor). 
audience participation; Lucky Lady (Walt Framerl. audi- 
ence participation; Parlay (Bill Birch), quiz: The Man in 
Your Life (Irving Mansfield), new type: Whats the \ame 
of That Tune (Jesse Martin), musical game: Guest of 
Honor (Howard Blake), interview: all live half-hour shows. 




strong prognuiiiiij; on a tliird network 
may increiise \iewiuji interest, Ixiost 
sets-iii-use and do relative!) little splin- 
teriii;; of tlie existinj; network andi- 
enre. 

Ollie Tro)/., v.|). in eliar^e of AHC 
TV. points out that ABC 'r\' alllliates 
in multi-station markets now have a 
suhstantial share of the total andienee 
for tlieir local projiraniinji. "Tlii* 
shows that there's a ready audience 
that's ripe for our network projirain- 
ing, without necessariK taking away 
large chunks from the other two net- 
works. On the contrar), ourentr) into 
the 3:00 to5:(K) p.m. period is likely to 
hoost sets-in-use during that time. It's 
been the pattern in Iv in the past that 
additional strong network program- 
ing in a particular time period hiiilt 
that period's total viewing appeal." 

As the amount of davtinie program- 
ing has increased over the past few 
\ears, total sets-in-use have indeed also 
climbed gradually. From 19.9 in 1954 
sets-in-use have gone to 22.5 in 1957. 
While this is less than three points in 
three years it represents a percentage 
increase of about 12'? as well as a 
substantial growth in the number of 
homes due to sale of tv sets over the 
three years. 

"We expect to get the existing audi- 
ence reached by our afiiliates now and 
then some.'' says Treyz. 

In the Eastern Standard Time zones, 
however. ABC TV's new programing 
block will he up against such stiff com- 
petition as rsBC TV s top-rated Queen 
for a Day and a batch 'of steady-rated 
CBS T\' soaps. Considering the strong 
lead-in to this popular programing 
that CBS TV has developed prior to 
the 3:00-5:00 p.m. block, and the im- 
provements contemplated in that 2:30- 
3:00 p.m. trouble spot by NBC TV. 
ABC T\' knows it faces tough compe- 
tition. Its strateg) is built around 
video tape and ''counter-programing " 
to reach younger audience groups. 

"Our new davtime programing will 
be on clock-time", which gives us a 
big advantage in the Central Time area 
particularly, where the bulk of dav time 

ARTICLE IN BRIEF 

Intensified CBS TV-NBC TV daytime 
competition plus entry of ABC into 
afternoon programing may boost sets- 
in-use, say network programing heads. 
Early advertiser interest in daytime 
for fall may indicate maturing of medi- 
um. Price structures are changing. 



viewing oecnrs," Tre\z ttdd si'onsok. 

B\ using its video lapf svviciii and 
feeding the Central and r.icilK Time 
zones on clock time from Chicago 
AB(> 'W v\ill be getting it-^ new >-liows 
to the stations in those areas at tiimw 
when the competition from the otbrr 
two networks is less forniidablr In 
other words. AHC T\"s new shows will 
be up against local programing and 
earlv -afternoon feeds from C\\> W 
and NBC '\\ in those areas of the 
country which contribute the largest 
audience proportionatelv to tv. 

"We antieipalc that clearances will 



c\( red JtU' , of 1\ lidinr- \l our 
priin;irv idldi.ilt-s." >.;i\s Tr<-\/ 

I lir iifw programing, snppl.inl in^' 
till- |ir<-vi-iit afliTiiiKin fiMlnr<- miii\ic«. 
V ill < onsist iif |i \ (• half honr pro per I n- 
Kim-s (if lhr>.i- »|iiiws ;irr lii-mg li-»li-d 
niglil now. i'rogi.iMis w dl iii< lnd<- 
(tlti/nor (,irl. in wliiili r\piTls nMpi>i\<- 
tin* look- of WMMK-n in front of llir 
virwrr'-, ,,iir romilrv nin-i< »liow. 

doi-v 111,1 plan III bring in anv 
soap operas, hut will coik cnlralc on 
shows with ap|»r;il to vouiigiT uiimi-n 
to <iiuiitcr the olln-r two mlworks 
[Article ciintiiutril ni-xl jMiuff 



CBS-NBC NOW IN CLOSE DAYTIME RACE 

Chart show- NirUrn uM-rairi- amJi'-ni i- rann(:« •aM-rap'-il 
for till- wci-k) for ihe fir»I and ■.rrimil Frliriiar> \')'t7 rann(:> 
period. I'iT(<-niaf:r chanfirs arc ha-<-il on Fi-liriiar\ l*/Vi. 

NBC CBS 

RATING CHANCE SHOW BATIKC CHANCC 



10:00-10:30 a.m. Home 3.0 -36 Carrv Moi.r.- 7.6 -6 



I 

~ TIME SHOW 



10:30-1 1:00 a.m. Home 3.0 -25 Codfr.-* 9.1 2 



11:00-11:30 


a.m 


. Price Is Kighl 


7.0 


-+^133 


1* 


9.3 


-16 


11:30-11:45 


a.m 


• Truth or Cons. 


8.2 


-i-173 


.^trike It l{i( h 


B.O 


-36 


ll:45-Noon 






8.2 


+ 173 


\ aliani l.adv 


6.7 


-34 


Noon-12:30 




Tic Tac Dough 


9.6 


+ 41 


Lov r of Life 


8.8 


26 


12:30-12:45 


p.m 


. It Conhl Be ^ on 9.0 


-^34 


*^r( h for Tiini. 


10,9 


22 


12:45-1:00 p 


.m. 




9.0 


-i-34 


(iuiding Liirht 


1 1.4 


19 


1:30-2:00 p.r 


n. 


nf)t programed 






\\ rirld 1 urns 


8.0 


21 


2:00-2:30 p.r 


n. 


not programed 






Mi>> Br.inks 


7.4 


-1 


2:30-3:00 p.r 


n. 


Tenn- l,rnie 


7.9 




I |nu-eparl \ 


9.9 


-13 


3:00-3:30 p.r 


n. 


Matinee 


9.1 


^57 


\V]<z I'avi.lT 


9.4 


19 


3:30-4:00 p.r 


n. 




9.1 


-57 


Bub ( ro-liv 


7.6 


22 


4:00-4:15 p.r 


n. 


Queen for Dav 


10.2 


^104 


BriiihliT 1 )a\ 


9.4 


22 


4:15-4:30 p.n 


n. 




12.8 


--83 


."^ei ret "^Inrni 


10.2 


14 


4:30-4:45 p.n 


n. 




13.8 


-14* 


I .ili:i' of N ishi 


9.9 


-25 



4:45-5:00 p.m. Modern Honi. 9.8 -14 9.9 -25 



5:00-5:30 p.m. Comedv Time 12.3 —146 not pro^rametl 



•14'"r i> an averacr for the half-hour block 4:.30-.'i. 
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TV'S HOTTEST BATTLEGROUND continued 



"w liicli lia\ e an older-age aiiflience pat- 
lern in that lime period. ' sa\s Trexz. 

Daytiim* priciiiji : This is the )ear of 
evohitioii in cla\tiine price j^lructures. 
The |jattern which t\' had inherited 
froni radio (la\s. thai is pricing day- 
time at a '"C" rate (or half the night- 
time rale), is being modified. 

When AUG TV announced its j)lans 
for expanding davtinie programing 
hours to 3:00-5:00 p.m. on weekdays, 
it also announced a "D'" rate, that is 
one-lliird of the nighttime rate. The 
move, based on the fact that daytime 
sels-in-use do not measure up to 50*^? 
of niglittinie. is important in the sales 
strategy of the network. 

liolh CH.S TV and NHC TV maintain 
that they intend to stick to the "C" 
rate and feel it is justifiable both in 
terms of advertiser success and low 
daytime rost-per-1,000. ( Da) time cosl- 
|)er-1.000 per conimerrial minute aver- 
aged $>\.U?> compared with $3.25 for 
nighttime in January-February 1957, 
according to \ielsen.) Both CBS TV 
and iXfJC T\'. however, are announcing 
a "D" rale for earl\ morning starling 
this spring. In the case of CBS TV the 
new. lowered rale has applied to the 
7:00-9:00 a.m. period since 10 March 
1957. 

"Tliis; move to a "D"' rate in early 
morning is in line with the rate struc- 
ture of individual stations and doesn't 
afTect our pricing of the 10:00 a.m. to 
5:00 p.m. day," says Bill Hyland. CBS 
TV v.p. in charge of sales administra- 
tion. 

Says Bill Sargent, director of NBC 
W "TUT" programs: "We will main- 
tain the Class "C " rale in daytime ex- 
cept 7:00 to 9:00 a.m. which will be 
Class "D"' as of 1 June. Some of our 
da\tinie |)rograming has been so suc- 
cessful we should probabl) have raised 
rates."' 

NBC TV separates "THT," that is 
Today. Home, Tonight, from it? day- 
time programing and sales strateg)'. 
Thus a forthcoming change in the way 
partici|)alions in Today and Home will 
l>e sold will not affect the daytime sales 
strategy. 

"With those two shows we're in a 
service show area, not entertainment, 
so we don't look on thein as mass-audi- 
ence getters,"' says Mort W eincr, \BC 
TV \ .]). in charge of daytime. ''On 
the otlier hand, our 11:00 a.m. to 5:30 
p.m. Iineu|j todav is strictK entertain- 
ment intended to get mass viewing." 



Daytime progriiiniiig : In terms of 
|)rf)graming costs, daytime shows con- 
tinue to be extieniel\ reasonable. It's 
generally agreed that if $35,000 is to 
be taken as an average cost for a night- 
time half-hour show, a da) time half- 
hour costs some $5,000 or less. 

In fact, da) time show costs have 
risen more slow!) than nighttime ex- 
ce|)t in the case of such network-pro- 
duced "experiments in quality" as 
NBC TV's Matinee, which features top 
talent in serious one-hour drama. 

The emphasis in daytime program- 
ing continues to be on games and par- 
ticipation |5rograniing. musical shows 
and a handful of soap operas (all but 
one of them on CBS TV). 

"We got on the 'happiness-and-fun' 
kick around October 1955 to pull up 
our ratings, which were sagging pretty 
sadly in some spots at that time." says 
NBC TV's Mort Weiner. 

Since that time NBC TV has un- 
loaded most of its soap operas, w ith 
the exception of Modern Romances, a 
4:45-5:00 p.m. dramatic strip which 
tells one self-contained story each 
week. Into the weak middle of the 
afternoon NBC TV put Matinee, to 
cut into CBS TV's lead provided by 
Houseparty 2:30-3:00 p.m. Within a 
month the 3:00-4:00 p.m. ratings 
showed a 26% improxement. 

When NBC TV began shoring up its 
afternoon schedule back in October 
1955, its 3:00-6:00 p.m. programing 
was getting less than a 25% share of 
the audience. CBS T\, on the other 
hand, bad a strong lineup starting with 
II ouseparty at 2:30 p.m. which gave 
the network a good audience carr)Over 
for the rest of the afternoon. 

Matinee helped break up this ''CBS 
TV viewing pattern" a little, but the 
network still faced the problem of the 
2:30 to 3:00 p.m. lead-in and the hour 
and a half following the live drama. 
\ew shows added in the past x ear to 
build NBC TV s late afternoon were 
Queen for a Day and Comedy Time. 

Comedy Time w as NBC A^s answer 
to a new problem stemming from y\BC 
TV's Mickey Mouse Club, 5:00-6:00 
p.m. which began clobbering the 
ratings of the other two networks from 
November 1955 onward. 

"Wc found out that over four mil- 
lion women watched tv between 5 and 
5:30 p.m. even though there was no 
adult programing on at that time," 
says Carl Lindeman Jr., director of 
NBC TV daytime programing. "So we 
picked Comedy Time as a show for 



that period which might get adults 
and teen-agers too."' 

Daytime scheduling: In daytime, 
block scheduling has been even more 
iiiiportant than during nighttime. 
Clever schedule strateg) frequently 
compensates for low-cost productions. 

For instance, in 1956, NBC TV de- 
cided that the Home show kept the 
morning lineup from getting off the 
ground. After a slow start at 10:00 
a.m. with Ding Dong School and Ernie 
Kovacs, the network used to take a 
ratings dive to 3.0 w ith the Home show 
against Godfrey s 11.1 and Strike It 
Rich's 12.5. B) simply moving Home 
to 10:00 a.m. and following it up with 
livelier game and \ariety programing, 
NBC TV pulled up its ratings neck and 
neck with the same CBS TV competi- 
tion it had had previously. 

\BC TV's afternoon scheduling 
strateg) ran into strong counter- 
punches from CBS TV. When NBC TV 
moved in Matinee, it still faced an up- 
hill battle against CBS TV's strong 
lead-in, Houseparty. which precedes 
Matinee by half an hour. So NBC TV 
put in Tennessee Ernie at 2:30 p.m. 
to w hittle away Houseparty s ratings. 
CBS TV's ratings stayed high and CBS 
T\ increased its edge by putting Miss 
Brooks in at 2:00, thus getting a lead 
where NBC TV has no network pro- 
graming. 

How does CBS TV look at daytime? 
Sa\s Oscar Katz, v.p. in charge of 
CBS TV daytime programs: "Daytime 
tv is mo\ ing from a one-network medi- 
um. Presumably, with ABC TV it can 
become a three-network medium. One 
or two years ago we bad no daytime 
competition. Now it's at a peak. Dur- 
ing a period of transition like this one 
we must be ready to make changes." 

If there are major programing 
changes in the offing for fall. CBS TV 
isn"t ready to announce them. Its 
long-time trouble period. 7:00 to 9:00 
a.m. where CBS TV bucks Garroway, 
has undergone a number of facelifts 
this \ear as last. Currently, CBS TV is 
programing Jimmy Dean with country 
music between 7:00 and 8:00. followed 
bv Captain Kangaroo for the kiddies. 

"In those time periods where compe- 
tition has increased, sets-in-use have 
increased too."" Katz told SPONSOR. "In 
the most competitive times, 11:00 a.m. 
to 1:00 p.m. and 2:30 to 3:30 p.m. 
there's been a 10% increase in sets in 
use over last vcar."' ^ 
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They laughed when we sa 




They laughed when we s 





They laughi 




bwn at th -^(^1 




hen we sat down at the piano, but . . . 



. . beyond the blues horizon waits a wonderful day for WDSU listeners. 





programming . . . varied to match the changing mood of a 24-hour audience. 



,\rus anil iwus for uoiinii in 
tulvcrlisirip nml /nir.? oj mlnn'n 



Women's week 



I 



lA*s (]»»in »Milioii : \ ncord iuiiiiIxt of wut-s joined el 
ii<;ciit \ men at tlic (Frcfiihiici in W hile Sul|)liiir S|)i'mi;;>, \\ . \ ;i. 
wcekciitl for tlie aiiiiiial 1 A s com eiition. 23-27 A|)ril. 
\ <|)('t ial |)roj;i"iini for ladies was |)laimed under llie eliairnian-lii|) 
of Mrs. [{obert I), llolhrook. wife of Coni|)ton \d\ erlisin<;'s eliair- 
niuii of tlie hoard. llowe\ei', a niimher of the women a(eom|)iiiiii'd 
their hnshaiids to the hii.-iness sessions. 'Ihe -ession with Dr. 
\\ ilhani Nh'iininjier (see heh)w I wiis |)arlieuhirl\ pertinent h)r wi\es 
eoneerned ahont the hifih |)rej>snre of the aj;eiK \ husine><s. 

In the know: \\ i\es of athneii who sometimes en\ \ "career 
women" in hroa(h'aslin<i for their interestin<r e\|)erieiiees. shoiihl 
dro|) a line to Mad^e Coo|)er. |)rogram director and director of 
women ^ ac ti\ities h)r WMivN. Marion. Ohio. Here's how \hi(l>;e 
sums her 10 \ear.s plus as radio pcrsonalit\ ou the station V Ovrr 
the Ci>/}ee Cups show : 

"One reason I wanted to work in a radio station was that I liked 
heiiii: where news was cominj; in. How has that worked out? I left 
\r> minutes hefore the helU started rinfring for Pearl Harhor. 1 A\a* 
in church when the Low Countries were in\aded. I was dri\ing 
at TOSS Iowa when tlie\ went into Russia . . . and if the\ liadn t 
warned us in a(l\ance. I wouldn't ha\e heen around for the end of 
the war. In s|)ite of all this. 1 love radio!" 

.AiotiMitioii for ear ouinTship : If \ ou think ) ou re hu\ ing a 
car for trans|)ortation. you're sa(ll\ mistaken, according to a Chirai^o 
Tribune study. 

Transportation ranks fourth in the list of eight rea-ons for ear 
owuershi|). Other reasons are: 
"l. To acquire and demonstrate |)articipatioii in societ\. 
io extend one's life boundaries. 
To acquire a sense of power. 
To accouq)lish transportation. 
To feel pride in skill and uiaster\ . 
1 o assert adult prerogatives and capabilities. 
7. To demonstrate status, 
u. \s an outlet for aggression."' 

-MtMihil Iioiiltli of e\ec!i: In his s|)eecli at the 4 \'- con\ention. Dr. 
William Menninger suggested that e\ecuti\es learn to "make a rich 
life and not just a rich living." 

" Vdvertising is a high pressure business." he said, "with the ex- 
ecutive frequeutK in the niithlle between his clients' |)re>,-.urc< on the 
one hand and his creative ideas on the other. Some autlioritie- ha\e 
given figures to indicate that the average age of ad\erti>ing men who 
died in 1956 was 57.9 vears — 12 years \ounger than men in other 
business at the time of their deaths." 



2. 
3. 
4. 
5. 
(). 
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ihc No.l Spirt I 

KOSI in Denver . . . 




All turvcyt point to KOSi 

Denver \ top independent 
tt,ition Hooper |jn Mjrch 

14 6 A M 19 3 P M PuIk 
Feb IS 5 'II d'r Jvcr^Kc 
Rjtingt continue to climb >\ 
proof of KOSI \ c«cr-riun{ 
popuUrity 



KOBY in San Francisco 





KOBY hj» tliyroclicted to the 
top with Feb Mjrch wcc^dJ* 
Hoopcrjt ng» ot 17 9 A W 
25 5 P M Sjiurdjy* 29 3 J"d 
Sunday* 33 9' Ncilvcn jstec 
rjtci KOBY i\ the number I 
independent jll diy KOBY 
opcrjtet 'u'l time Mit lull 
time' Itt 10 000 wjllt mjlet I 
the mo»t powerful independent 
ttjtion covering the entire 
bJ> irti 



See Forjoe 
for fhese KEY 
radio buys! 



Mid-Amer!ca 
Broadcasting Co. 

In Greenville, Mln. WGVM 
it No. 1 in Hooper 
ond Nieltenl 
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Radio ChUago 



\1 



Chicago's Busiest Radio Station! 



Yes, busy . . . busy . . . busy . . . adding new advertisers, 
receiving renewals from old advertisers, and all because of 
its fabulously phenomenal new programming which has 
captured the listeners of Chicagoland. This 50,000 watt 
shocker can turn any client's cold cash register into a 
steam-heated one! 




Keep your eye on these other Plough, Inc. Stations: 

Radio Memphis I Radio Boston I Radio Baltimore 
WMPS I WCOP I WCAO 

REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES, INC. 
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1 urrklt tifiing of c/inngei 
in llir (iiltrrlistn^ and brutidcuit firUl' 

NEW AND RENEW 



NEW ON TELEVISION NETWORKS 



SPONSOR 

Ccncrjl Foods-Pcrkins Div, Chi 
General Foods-Perkins Div. Chi 
R. ). Reynolds, Winston-Sjiem 
Warner-Lambert. NY 
Warner-Lambert, NY 



AGENCY 



FC&B, Chi 
FC&B, Chi 
Esty, NY 
SSC&B. NY 
SSC&B, NY 



STATIONS PROGRAM, time, ttart, duration 

CBS S7 Cjpt KanK.iroo. Tu 8 40 S 4S Jm M Mjy II ski 

CBS 122 Cjpt KjnKjroo, Sa 9 35-9 40 am 4 Mjy 12 »hs 

- NBC Bob Cumminm, Tu 9 30-10 pm 24 S»pt S2 -ks 

— NBC Restless Gun. M B B 30 p m . 23 Stp S2 -Is 

NBC Tic Tac Dou?h, alt Th 7 30 B pm . 12 S«pt S2 wkt 



RENEWED ON TELEVISION NETWORKS 



SPONSOR 

American Home Products, NY 

Colgate-Palmolive, NY 

General Electric, Bridgeport, Conn 

General Mills, Minneapolis 

Procter & Gamble. Cin 
Ralston Purina. St, Louis 



AGENCY STATIONS PROGRAM, time, itort, durotion 

Bates. NY CBS 153 D. Ed»ards; Tu. Th 6.4S-7. 7 15-7 30 pm. 30 Apf S2 -ks 

-Bryan Houston, NY CBS IS3 Big Payoff; M-F 3-3 30 pm. I Apr. S2 »ks 

Y&R, NY ABC Cheyenne, alt Tu 7:30-B 30 pm fall. S2 wki 

-DFS. NY ABC Wyatt Earp; alt Tu B 30-9 pm . fall. S2 -Is 

-Compton. NY ABC Wyatt Earp; alt Tu B 30-9 pm. fall. S2 wki 

GB&B, SF ABC Bold lourney; M B.30-9 pm; )uly, 52 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Gerald Adier ._ 
Floyde E. Beaston 
Richard L. Bevington _. 

Willard Block 

Nathan Brook 
William S. Dallmann . 
Van Beuren W. DeVries 
Lee Ellis 
Marc Frederic 
Philip George . . . 

George Gray . _ _ 

Richard F. Hess _ 
Phil Hillman 

George Holland 

Carl Horwich 

Eric lensen 
Frank G. King 
Paul E. Lucas 
Harold C. Lund 
Walter McNiff 
William G. Moody 

Edward G. O'Berst 
Richard G. Ricker 
Donald M. Ross 
Robert T. Schlinkert 
Harold W. Waddell 
Maurie Webster . .„ 



FORMER AFFILIATION 

_NBC. NY, coordinator talent & program contract operations 
, WNBQ, Chi, sis mgr 

. WKRC. Cin, acct exec 

.NBC Tv Net, NY, sis 

IWRCV. Phila, local sis mgr 

WGR-TV, Buff, program dir 

KFSD-TV. San Diego, producer-dir 

Tee Vee Co. gen mgr 
. KVAL-TV. Eugene. Ore. varied 

WLW. Cin, gen sis mgr 

CBS Radio Spot Sales, NY, dir research 
_Roy Durstinc, SF, acct exec 
. Army Counter-intelligence, japan, Korea 

Gerald, |ohn & Asso, NY, acct exec 

WLW-D, Dayton, gen mgr 

WTIC, Hartford, asst program mgr 
Westinghouse Broadcasting, Pitts, vp 
K&E, SF, regional mgr & acct super 
KIMA-TV, Yakima, Wash, commercial prod mgr 

CBS Radio Net. NY. asst dir research-stn rep unit 
NBC. Chi. acct exec 
.KNX-CPRN. Hy. gen sis mgr 
WKRC-TV. Cin. asst gen mgr & gen sis mgr 
WRCV. Phila. dir sis 
KNX-CPRN. Hy. dir operations 



NEW AFFILIATION 

California National Productions. London. European program dir 

Storer Broadcastini; Chi midwest tv sis mfr 

WBRC. Birmini;ham. f;en mKr 

CBS Tv Film Sales. NY. acct ciec 

KNBX. Seattle, commercial sis mitr 

Same, sis mgr 

Same, stn mgr 

KFSD. San Diego, program dir 
Scrcencraft Enterprises. LA. vp & (cn m^r 
Same, coordinator local sis 
WLW-D, Dayton, gen mgr 

CBS Radio Net. NY asst to vp chK stn admin 
KNX-CPRN. Hy. dir sis promotion & advtnf 
WBAL-TV, Bait, acct e'icc 
WOV. NY. sis 

Crosley Broadcasting. Cm. admm asst to «p chg tv 
George P Hollingberry LA. sis devcl 
Same, program mgr 
Same, member board 
TvB SF. mgr 

KEPR Radio & Tv. Pasco- Kcnnewick - Richland. Wash program 
dir 

CBS Radio Spot Sales. NY. dir research 

WNBQ Chi. sis mgr 

Golden West Enterprises, vp & gen mgr 

WBRC-TV Birmingham, gen mgr 

Same, stn mgr 

Same, gen sis mgr 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



|. Blan van Urk 
A. B. Brooke 
Merlin E. Carlock 
Robert A. Conn 
Phil Dexheimer 
Ransom P. Dunnell 
lames S. Hauck 
Roger Hutzenlaub 
Thomas E. Kniest 
lessc Lowen 

Tom McCann . . 

Laura Wood Miller 

lames Edward Muse ... 
William C. Pank 
0. C. Ritch 

Stephen M. Salonites 

Donald |. Sauers 
Paul R. Smith 
|ohn H. Wilson, |r. - 
Philip L. Worcester . 
Gordon George Zellner 



NY. chg r-tv 
Boston, chg mktng 



Calkins & Holden. NY. vp & chm plans board 
Lexington Herald. Ky. asst to city editor 
Calkins & Holden. NY, vp & copy dir 
Official Film', rep covering Penn. Cicve Bait. Wash 
KFXM. San Bernardino. Cal. pres & gen mgr 
H. B. Humphrey. Alley & Richards. 
H. B. Humphrey. Alley & Richards 
Y&R. NY. r-tv research 
KXOK. St. Louis, radio sis 
.WMAZ. Macon, Ga . 
KING. Seattle, acct exec 
Best & Co, NY, dir promotion & publicity 
WGEM-TV. Quincy. III. commercial mgr 
Calkins & Holden. NY. vp 

Chamber of Commerce. Bakersfield. public relations dir 
-B&B. NY. media 
Geyer, NY. creative exec 
Calkins & Holden. NY. vp & creative dir 
Grant, NY. acct exec 
KYW. Cicve. program & production mgr 
WATV. Newark. N|. acct exec 



Same eicc vp & admm dir organization 

VanSant DugdJie. Bait acct eiec-pubhc relations di« 

Same vice chm board 

Edward Robinson Phila vp chg sis & ne» business 
Raymond R Morgan Hv acct eiec 
Same, also vp 
Same, also vp 

Same spot coordinating unit-media dept 

Katz St Louis radio sis 

Kat: NY promotion-research dcpt 

Wi ler Mackav Hoetk & Hartung Seattle, asst acct tiec 
Kennedy Walker & Wootcn Beverly Hills acct eic< 
Kat! St Louis, tv sis 
Same senior vp 

Guerin lohnstone leffries. LA dir public relations 

Kati NY tv sis dcvcl 

Vic Maitland. Pitts, vp & creative dir 

Same, pres 

Same. Detroit dir merch 0 sis promotion 
F&S&R. Cleve. mgr r-tv-film dept 
Katz. NY tv sis 



SPO-NSOR • 4 -M.\Y 1957 



47 



Follow-the-leader is a great game — for children. Gro\vn-ui)s who i)hiv it 
are mere lacklusters and lardbottoms. Especially in the business world. Xo doubt about it. you 
can be a perfectly respectable mackerel simply by swimming along after your fellow-mack- 
erel. But it's a whole lot more exhilarating to make your tidy buck by bucking the tide. 

That goes for our business as well as yours. Traditionally in the T\' film 
syndication field, you're supposed to make your big deals first. Get off your production null 
Go after a network sale! No soap? (Or cereals, or cigarettes? ) Then make your i)iich for the 
giant regional deals. Only after that can you afford to sell smaller regional, or local. .<pon.<ors. 
That's the going theory. And that's where we part company with all the other mackerel. 

In 02ir book, the local, regional and spot advertiser is strictly a tirst- 
class citizen who needs, wants and rates first crack at first-class syndicated T\' film products. 

With this mad, impetuous notion, we sent our new .syndicated submarine- 
adventure series, "The Silent Service," down the ways. We aimed it straight at non-network 
advertisers. And in onlv 24 davs, we not only matched the headv dollar efi'ect of a major net- 
work deal, we topped it. Our biggest regional deal involved just four markets. We arc otf our 
nut — and the biggest part of our potential still stretches out way ahead of us like a .^unlit .-ea. 

The syndication market a secondary one? Xot so's CXP would notice. Prime 
syndicated TV film properties for local, regional and spot adverti.-ers c.rcJu.^ircly—ihnl's our 

idea of a big deal. And it's working just fine. NBC TELEVISION FILMS 

a division of CALIFORNIA NATIONAL PRODUCTIONS 



Top 10 shows in 10 or more markets 
Period 1-7 March 1957 

TITLE. SYNDICATOR, SHOW TYPE 



Highway Patrol (M) 



Sheriff of Cochise (W) 



State Trooper (A) 



Dr. Hudson's Secret Journal (D) 



Death Valley Days (W) 



PACrFIC BORAX 



Superman (A) 



FLAM I NGO 



Science Fiction Theater (SF) 



Men of Annapolis (A) 



Badge 714 (M) 



NBC FILh 



Annie Oakley (W) 



CBS Fl LM 



Average 
ratings 



22.6 



20.6 



20.4 



20.0 



19.8 



18.2 



17.9 



17.7 



17.7 



17.5 



7STAT10N 
MARKETS 



NY. 



L.A. 



13.9 15.0 

wTca-tv kttv 
7 -.OOpiii 9 :00pin 



5.3 

u-ah(l 
7:3npin 



4.5 8.2 

nor-tv klij-tv 
9:00pra 8:nnpra 



7.5 

kttv 
9:nnpm 



10.2 

urca-tv 
7:00pm 



8.0 6.9 

vvahc-tv kttr 
6:00pra 7:00pni 



9.2 13.0 

wTca-tv kttv 
7 :00pin 7 -.onpin 



13.2 

knxt 
7:00pin 



3.8 13.3 

wpix kttv 
8:30pra 7:30pni 



6.8 7.7 

wabc-tv kabc 
fiiOOpm 6;00pra 



5-STA. 
MARKET 



S. Fran. 



19.9 

kron-tv 
6:30pm 



16.2 

kron-tv 
6:30pm 



10.2 

kgo-lv 
10 :nOpm 



12.9 

kpix 
7 :l)Opn) 



9.2 

kgo-tv 
6:00pm 



19.0 

kron-tv 
7:00pm 



14.7 

kpix 
10:30pra 



19.2 

kpix 
9:00pm 



7.2 

kgo-tv 
6:00pm 



4-STATlON MARKETS 



Boston Chlcag* Oetrvit Mllw. 



Seattle. 

Mnpla. Phlla. Tacoma Wath. 



20.9 10.0 18.9 11.2 

wbz-tv wgn-tv wjbk-tv wtmj-tv 
10:30pm 8:00pm 10:30pm 10:30pm 



13.7 19.8 19.7 17.3 

kstp-tv wcau-tv komo-tv wtop-tv 
10:30pm 7:00pm 7:00pm 7:00pm 



28.7 17.5 



wnac-tv 
6:00pm 



wnbq 
7:30pm 



17.9 10.5 

wwj-tv wtnij-tv 
7:00pm 10:30)>ni 



17.2 

wcco-tr 
9:30pm 



26.9 10.5 

klng-tv wrc-tv 
7:00pm 10:30pm 



21.7 18.9 



wnac-tv 
in:30pra 



wnbq 
9:3npm 



14.2 10.5 

kstp tV «TCV-tV 

9.30pm 10:30pm 



18.9 11.2 12.7 21.2 10.9 

wnbq wijrz-tv wtmj-tv kstp-tv 
10:00pm 10:30pm 8:00pm 7:30pm 



15.2 10.7 

wnbq wwj-!v 
9 :3npm 7 :nnpm 



22.9 8.5 18.9 

wcco-tv wrcv-tv konio-tv 
6:00pm 7:0npm 9:00pra 



23.5 12.8 9.8 



wnac-tv 
6:30pm 



wgn-tv 
6:00pm 



wiyz-tv 
6 :00pm 



10.8 

wlti -tv 
6:00pm 



17.5 26.5 20.0 16.5 

wcco-tv wcau-tv king-tv wre-tv 
4:30pm 7:00pm 6:00pm 7:00pm 



19.4 10.2 10.2 7.9 8.5 8.9 22.0 9.7 

wbz-tv wnbq wiyz-tv wtmj-tv kmgm-tv wfll-tv king-tv wmal-tv 
7:00pm 10:30pm 10:30pm 11:00pm 8:30pm 10:30pm I0:00pm 6:00pm 



10.2 

upn-tv 
9:30pm 



13.2 16.2 



wisn-tv 
9:n0pm 



wcco-tv 
4 :0npm 



20.5 13.7 

komo-tv wtop-tv 
10:00pm 7:00pm 



21.8 10.9 23.4 10.9 17.8 12.2 

wnac-tv wgn-tv «jbk-tv kstp-tv king-tv «1tg 

«.30pm 8:00pni 7:00pni 10:30pm 6:00pin 7:00pm 



24.5 20.9 10.8 17.9 20.7 20.2 21.0 13.5 

v^Tiac-tv wbbm-tv wxyz-tv wtmj-tv wcco-tv wcau-tv king-tv wtop-tv 
5:00pm 5:30pm 6:00pm 6:00pm 5:00pm 5:30pm 6:00pra 7:00pm 



3STATI0I 



Atlanta I 



21.5 

waga-tv 
7:30pm 



12.5 

wsb-tv 
7:00pm 



20.9 

waga-tv 

7:00pm 



15.4 

wsb-tv 
10:30pm 



16.0 11 



wwl-a 
6:30pm 



22.2 23 

wGb-tv wb 
7:00pm 7:n 



18.0 13 

waga-tv wt 
7:00pm 10 



1 

WD 

10 



24.2 1 

wsb-tv wl 
7:00pm 



14.8 1 

wlw-a wb 

6:00pm 5: 



Top 10 shows in 4 to 9 markets 



Life of Riley (C) 



NBC Fl LM 



Doug. Fairbanks Presents (D) 



ABO FILM 



Esso Golden Playhouse (D) 



OFFICIAL FILM 



Last of the Mohicans (A) 



Count of Monte Cristo (A) 



I Led Three Lives (A) 

zrv 



Code Three (M) 



ABC F r Lh 



Patti Page (Mu) 



SCREEN GEMS 



Crunch & Des (A) 



N BC Fl Lh< 



Jungle Jim (A) 

SCREEN GEMS 



20.7 


18.0 

kttv 
8:30pm 


24.3 

kron-tv 
7:00pm 


20.3 


12.3 

wrca- tv 
10 :30pni 


2.1 

kgo-tv 
1 :30pm 


18.2 






17.2 


6.4 

krca 
7 :OUpni 


14.9 

kpix 
6:30pin 


16.7 


1.7 4.9 

wabd kttv 
8:30pm 5:00pm 




15.4 


2.3 11.4 

wpix kttv 
S:OUpm S :30pm 




14.7 


13.0 

kttv 
9:3 0pm 


17.5 

kron-tT 
l(l::iilpni 


14.6 


6.0 

wcbs-tv 
6:l.)pni 




14.2 






13.9 


4.9 9.3 

wabc-tv kttv 
6:00pm G :00pm 





17.7 

wrbq 
6:00pm 



12.4 

kstp-tv 
6 :00pni 



31.2 

klng-tv 
7:30pm 



16.2 

wtmj-tv 
9:30pm 



17.9 

wt)Z-tv 
7 :Onpm 



16.9 

wcau-tv 
10:30pm 



9.7 

WTC-tV 

10:30pm 



24.2 

klng-tv 
6:00pra 



31.0 8.3 7.7 



wnac-tv wbkb 
8:30m 4:00pm 



cklw-tv 
7:00pm 



11.0 

Wt(>i)-tV 

6:3npin 



21.4 6.7 

wnac-tv wgn-tv 
7 :3npm 9 :30pni 



8.2 

wxyz-tv 
7:00pm 



12.9 

wlsn-tv 
9:30pm 



10.5 20.6 13.9 

wrcv-tv king-tv wtop-tv 
7:00pm 10:00pm 7:00pm 



15.3 

wnac-tv 
7 : 1 5pm 



5.6 10.0 

wwj-tv wtmj-tv 
11:15pm 10:00pm 



26.2 

wnac-tv 
S :(l(lpiii 



9.0 

Httg-tV 

9 :30|)m 



7.7 15.7 

wnbq uxyz-tv 
l:00pni 2. -30^11 



13.8 

wmal-tv 
6:00pm 



12.4 

wsb-tv 
7:00pm 



1 

w 
10 



Show upe irnbolj- (A) ictventure: (C) comedy; (D) drimi; (Doc) documentary; (K) kidi; (M) 
mjntery; (Uu) muilcil, (S) ipon; (SF) Science Fiction; (W) Western. Filmi lilted ire lyn- 
diatcd, "4 hr., H br. Ic hr. length, telecast In four or more markets. The average rating ii 
• 5 unweirhted averite o( Individual market ritingi lilted above, nienk space Indicatn fllm 



luit l)roa<icajit In this market 1-7 March. While network shows are fairly stable f" 
niimlh to another In the markeu in which they ire ihown. thli U tnie to much lesier 
sj'ndicaled ihowi. l^ls should be borne in mind when inilyzlnc rating trends from oo« li 
aiiollier In this chart. 'Refers to last month s chart. If blank, show- was not rated at all 



LIVI SHOWS 



25.2 

whns It 

■ U JOpm 



f 21.3 23.2 



"bnslT 
6r00pm 



kuk-tf 

6 00pm 





9. STATION MARKFT^ 


i t. Munbui St. L. 


Blrm. Chtrlttt* DKyttn N«w Or. Prtvldenca 


? If i>hn» IT kwk IT 

ipmtO SOpm 10 00pm 


30.0 39.8 45.8 29.5 

wbrc-If wlilo-tf wdiu-lv u-Jir tf 
0:00pm 9rn0pm lO.OOimi lU:SOpm 


2 9 28.9 1 5.5 

, tf wbru Iv k*tl If 
» pra : SOpm 10 SOpm 


wbtf wlw-d wpro tf 
lO SOpm 10:S0pin ; :00pm 


1 30.2 

1 kid tT 

1 9. SOpm 


30.8 34.8 39.5 

wbrc-tf whlo-lf wdiu-tT 
9 SOpm ":Onpra lO OOpiii 


1 8 23.2 

> ksd'tT 
m 9 SOpm 


25.3 62.5 29.5 24.8 

wibt wbtf wdsu-tv wprotv 
9:S0pm 8:00pm 10:30pm T rOOpni 


1 5 32.0 31.9 

T wbns If kwk tf 
m 9 SOpm 9 .30pm 


60.3 8.8 14.8 

wbtf wlwd wjttrtf 
3:00pm tl iiiipm i;:Sii|im 


18.3 12.8 

iihnstf ksd-tf 
< 00pm 9:S0pm 


33.8 30.3 26.3 14.3 

wbtf Mhlo-tv wdsu-tf wjar-tT 
S:SOpm 6:00pm 5:00pm 6:00pni 


,* 16.0 

f k«d-tf 

10:00pm 


27.3 53.5 18.8 38.5 22.3 

wbrc-tT wbtf w]w-d wd.su-tT wpro tv 
■i.Mpm 7:iiOpin 10:S0pm 10:00pm 7 nnpm 





25.0 

whtv 
3 :00piu 


31.8 

uhlo' tv 
10 :!Opni 






20.8 




34.3 




20.3 


«hrr- If 




whio- tr 




vvjartv 


IO:0»U)m 




li):3i>|im 




ln:,10piii 


21.3 

nhrp-lT 
<! Oflpm 




17.3 

\vl« -ll 

t; :Onpni 


29.3 

12 .lOniii 


15.3 

wjarlv 
K rooinn 





60.3 32.8 5.9 

wbtf wdsu-tf wpro-tr 
9:00pm in :00pm 1 :(inpm 




41.3 17.5 

vvdsu tf wpro If 
6:00pm 10 .SOpm 




31.3 

wilsll-tv 
."i:.in|im 


1 24.3 

h ktik II 

y irsiipm 


45.0 

wdsutT 
9 30pm 


6.2 21.0 

I HtTnti ksdiv 
I i.tnipia lOroopm 


39.0 17.0 

Hdsu IV «prt>-iv 
in .Wiini 7 niipm 


16.5 

1 ksdlf 
1 livnopin 


19.5 

wbrc- tf 
n :30pm 




41.5 

H blv 
7 :nopm 


J 18.9 16.0 

H »hns-lv k.sil iv 
1 7 SOpm in:;!(i(ini 


26.8 6.5 

«lv»-d wpro-lv 
7 Oiipin ll:3npm 


1^15.0 18.2 

llwbnstT Invk-tf 

:00pm 5:00pm 


29.3 

12 :ii»pra 



Vther ttitn top 10. Cltiilfltatlon u to number of itttlori In 
ti own. Pulse drt«rmlnM number bj moourlnK whifh lUtlnni 
„(«ti4|fed bT homei In the metropoUtin ire» of t rifeo market 
Mioo Itself nity be outilde metropolltui tret trf the mtrket. 
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GP Gill-Perna is now 

National Representative for 



WTVP Decatur, III. 
Bringing Top 



O Programs to a Billion 



Dollar Market 



ONLY WTVP DELIVERS 
GRADE A COVERAGE OF 
ILLINOIS '7 IN 1" 

DECATUR-SPRINGFIELD 
MARKET 




MRS. TYLER 

ISA 
i;OMMERCIAL 

MINUTE 
MPRESSION 




.... AN ADVERTISER BUYS 
llVER 26 MILLION OF THEM 
A SINGLE WEEK WITH JUST 
IVE UNITS OF CBS RADIO'S 
DAYTIME DRAMA! 



Put it another way: an advertiser reaches 
over 8 miUion different Mrs. Tylers (and 
their famihes) each more than three times 
a week with sohd, one-minute impressions 
each time. At just about the lowest cost- 
per-thousand available in any medium. 
Today -with so much money going into 
once-a-week or once-a-month advertising - 
it makes good sense to extend and insure 
your budget with this kind of frequency 
and reach. And it makes most sense to fit 
your message into identifiable progi'ams 
with a beginning and an end-specific 
dramas to tune to every day. 
That's why you find companies that sell 
low-cost, high-turnover products, compa- 
nies hke Colgate-Palmolive, General Foods 
and Lever Brothers, all buying (and re- 
buying) daytime drama on CBS Radio. 



FREQUENCY YOU CAN AFFORD AND NEED... THE CBS RADIO NETWORK 




•This is Broadway, Columbus, 
Ga., market center for almost a 
million people. 

Bill Bowick is an institution from 
710 A.M. on WGBA, the market's 
best buy. He sells for such ad- 
vertisers as GE, Colonial Bread, 
Chesterfield, and Royal Crown 
Cola. 

This is a big market, a big sta- 
tion, a big personality, a big buy 
for you. 

Represented by: 



FORJOE 

I Nationally 



Dixieland Stations, Inc. 
Glenn Bldg., Atlanta 
in the South 



^ DI^IELANDi:^g^ : 

/^l Columbus, Georgia •.'.•.'.■^ 



IWuional and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV & RADIO BUYS 

Kasco Mills, Waverly, New York, is entering about 60 tv markets 
to promote its dog food. Campaign will start 6 May and run for 
seven weeks; schedule will resume in the fall. There'll he minute 
and 20-seconds in daytime with the nuinher of announcements per 
week varying from market to market. In radio, daytime minute? will 
be bought in a number of rural areas to supplement tv with minutes 
slotted in dajtime hours. Film commercials on tv, and e.t.'s on 
radio, will feature a talking dog. Objective: women's audience. 
Buying is completed. Buyer: Art Topol. Agency: Donahue & Coe, 
New York. 

Nehi Corp., Columbus, Ga.. is expanding its use of spot tv and 
radio throughout the country. The early May schedule will run 
indefinitely. Tv minutes. 20's and I.D.'s have been requested for 
nighttime hours, to reach a general audience. The number of an- 
nouncements per week varies from market to market. On radio, 
minute spots ha\ e been requested for daytime hours, for a women's 
audience. Commercials are on film and e.t.'s. Buying is almost com- 
pleted. Buyer: Genevieve Schubert. Agency: Conipton, New York. 




WT©X 



lOO oflwAT TSl 

personality station de luxe 
in WILMINGTON 

YOUR BIG 
BARGAIN 

station covering the millions 
in the rich Delaware Valley 

ask your Walker man about 
the "Timekeeper Show" 6:00- 
9:00 A.M. 

for results that count and can 
be counted use 



Wilmington, Dela. 
1290 on the dial 



WTI3X 



TV BUYS 

Esso Standard Oil Co., is buying in about 28 tv markets in the South 
to promote its Flit. The campaign begins in late May for 15 weeks. 
Minute films will be scheduled during daytime hours. Frequency is 
limited; about three per week in each market. Buying is not com- 
pleted. Buyer: Jay Schoenfeld. Agency: McCann-Erickson. N. Y. 

RADIO BUYS 

Trans World Airlines, Inc., Kansas City. Mo., is buying a sched- 
ule in major markets (for domestic travel). Six-week campaign 
starts shortly. Announcements will be placed around-the-clock with 
a heavy weekend schedule; the advertiser seeks a wide general audi- 
ence. A\'erage number of announcements per Aveek in each market 
will be 30. Minute commercials will consist of a 40-second e.t. fea- 
turing a celebrity and a 20-second live tag. Buying is completed. 
Buyer: Paul Clark. Agency: Foote. Cone & Belding, New York. 

Pomatex Co., Inc., New York, is buying announcements for its 
hair preparation in major markets in New England. New York, 
New Jersey, Pennsylvania. Michigan. Illinois, Ohio and West Vir- 
ginia, its major areas of distribution. Campaign will sell the product 
as a hair protector against water and sun: schedule in each market 
will begin with warm weather. Minute live announcements will be 
slotted primarilv 7-9 a.m. and 5-7 p.m.. to reach both men and 
women. A\ erage number of announcements per week in each market 
will be 12. Buving has just started. Buyer: Jack Cunningham. 
AsencA : R. T. O'Connell. New York. 
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built your 

TELEPHONE 



. . . and 



WWJ -TV 



80 years ago, the first 
telephone switch- 
boards were operated 
by boys. 




BELL TELEPHONE men and women, working together 
to bring people together, created a faith that i?roduced 
today's fast, dependable telephone services. 
WWJ-TV. with its 10 years of leadership and emphasis on 
quality, has given Detroiters another well-founded faith- 
faith that dialing Channel 4 always provides the finest of 
television. 

SEEING IS BELIEVING to the great WWJ-TV audience 
—a priceless advantage to every advertiser. 



Today, Michigan Bell telephone operators 
put through Long Distance calls in 80 sec- 
onds, on an average. More than half of 
Michigan Bell's customers can dial some of 
their own Long Distance calls — to places 
as far away as Boston and San Francisco — 
even faster. 



Tenth Anniversary Year 




ASSOC A'E aw Fm S'a-ON VAVJ 

frit n V< . n . -r-ecf i op^nt^ br '^r CV^o^ 
No» onol Reprcsenlot »cs Pders. G' " i. V/ood-ord. Inc. 
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That wonderful sound of WBC's local programs is no 
accident. It takes a wide-awake, aggressive organization 
to corral the best disc jockeys in e\'ery market . . . fire up 
the mobile units, beej) phones and tape recorders that 
make on-tbe-scene news come alive . . . produce local 



public service programs that capture national ; 

On top of this, there's the expert programming 
ance each station gets from WBC group ad\ 
l^rogramming that makes WBC stations tho: 
listened-to in their areas. 




SERVICE 



I 




jni want to know how little it costs to put the 
•Aiiffcrence on WBC Radio to work for you if 
\jint proof that no selling campaign is complete 
4 the WHC stations call A. \V. -'Bink" Daniien- 
iWBC V.P.— Sales, at MUrray Hill 7-0S08, N. Y. 



WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 



OA 

BOSTON A 1 

nrrseuRGM » » 

CltvELAHD 
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Capsule case histories of successful 
local and regional radio campaigns 



RADIO RESULTS 



MACARONI PRODUCTS 

SPONSOR: Gooch Milling Co. ACE.NCY: Direct 

Capsule case history: Rose hushes are selling macaroni 
these (lajs through a special radio offer made by Gooch 
Milling, Lincoln. Neb., ^\hich resulted in movement of S15,- 
060 ^\^)^th of Gooch products (flour, spaghetti, macaroni, 
etc.). Each package of Gooch products carries Red Circle 
points ^\hich are redeemable in merchandise. KMA's Mon- 
day-through-Saturday morning program. Farmer^s Wife 
with Florence Falk. broadcast an offer of a free rose bush to 
those who sent in 40 Red Circle points on 1 April only. The 
offer was made on 30 March and by 5 April, a total of 3,012 
orders for the rose bushes had been counted. Gooch Mill- 
ing estimates that a customer spends about $5.00 to amass 
40 points which means that the number of orders received 
represents $15,060 in sales. Wallace Closner. sales and 
advertising promotion manager for Gooch, stated that the 
campaign brought results far beyond the firm's expectations. 

KMA, Shenandoah, Iowa PURCHASE: Participations 



CANNED VEGETABLES 

SPONSOR: Buner-Kernel Canned Vegs. AGENCY: Direct 

Capsule case history: Radio enabled this sponsor to win 
its long-standing battle to gain an important new outlet for 
its products. For years, Butter-Kernel Canned Vegetables 
had been attempting to gain distribution in the 14 Still- 
man's Supermarkets in Minneapolis. All efforts failed re- 
peatedly until soon after Butter-Kernel became a sponsor of 
station WCCO's Housewives' Protective League with Allen 
Gray. Success came with an initial order from Stillman's 
for 25 cases of Butter-Kernel products. The first was fol- 
lowed by another order for 100 cases and then another still, 
this time for 125 cases. Now Butter-Kernel products have 
a firmly established distribution in all 14 Stillman's mar- 
kets. George Stihman. when asked to explain the super- 
markets' final acceptance of the products, reported that 
"we had to stock Butter-Kernel because of the public de- 
mand created by Allen Gray's broadcasts on WCCO." 

WCCO, .Minneapolis-St. Paul PURCHASE: Housewives' 

Protective League 



PAINT 

SPONSOR: National Paint Co. AGENCY: Tilds & Cantz 

Capsule case history: This advertiser's use of spot radio 
during the firm's normally slow season resulted in a 20*^ 
sales increase for 1956 over the same period in 1955. Na- 
tional I'aint deliberately scheduled its campaign for Septem- 
ber and October, the slow months for paint sales, in order 
to measure radio's effectiveness in presenting a new adver- 
tising and selling approach for paint products. Three Los 
Angeles radio stations were used in the campaign, including 
KBIG. The impact of the campaign was evident not only 
in the sales increase but also in the results of a surxey con- 
ducted by Tilds & Cantz among all paint dealers and paint- 
ing contractors in southern California. A total of 65% of 
the respondents said they either had heard National's com- 
mercials themselves or had learned from customers that the 
firm's message reached them via radio. KBIG was the sta- 
tion mentioned most often during the Tilds & Cantz survey. 

KBIG, IIolly^s•ood PURCHASE: Announcements 



FISH 

SPONSOR: Cannarella's Fish Market AGENCY: Direct 

Capsule case history: The Cannarella Fish Market credits 
radio advertising with causing the heaviest volume of sales 
for a single day in the market's history. On this particular 
day, a Saturday, the sponsor used station WOIC as its only 
advertising medium. Cannarella's bought 10 20-second an- 
nouncements, aired at various times during WOlC's Satur- 
day morning schedule. The total cost for the 10 announce- 
ments was $20. R. E. Floyd, owner of the market, stated 
that Canarella's had anticipated moving approximately 100 
pounds of fish as a result of its commercials. Instead, 600 
pounds were sold during the day with demand finally out- 
stripping supply. Floyd estimates that over 400 customers 
entered the market during the course of the day, a record 
number. The radio ad\ertising expenditure not only gave 
Cannarella s a sales increase but also brought in many new 
customers ^\"ho had heard the market's announcements. 

WOIC. Columbia, S. C. PURCHASE: Announcements 
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Top-drawer advertisers buy 



WGN-radio in Chicago 

You're in good company when you join the nation's smartest 
time-buyers who confidently select WGN to sell millions of 
dollai"s worth of goods for top-drawer clients. 

1957 promises exciting new programming to make WGN's 
policy of high quality at low cost even more attractive to you. 
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Like sire. ..like son 

Among thoi'oughbreds, prized qualities are handed down from father to son. 
In radio and television, too, championship can be transmitted within a family. 

WKY radio is one of America's gi^eat pioneer stations. WKY-TV quickly 
achieved dominance in Oklahoma television. Now the same experience, skills, ■ 
and resources have been extended throughout the WKY Television System, 

creating stations that clearly lead in their communities. Experience proves: 
In thoroughbreds and in television advertising, it pays to choose a championship line. 



THE WKY TELEVISION SYSTEM, INC. 




WKY-TV Oklahoma City 
WKY Radio Oklahoma City 
WSFA-TV Montgomery 
WTVT Tampa-St. Petersburg 

Represented by the Katz Agency 
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The big city half of Minnesota, 
we mean. You can woo the 
Minneapolis-St. Paul Market with 
a million-and a half "please buy" 
letters. Or you can spread your 
budget thin on half a dozen 
runner-up stations. But for 
immediate sales impact, you've 
got to reach Minn where she 
listens— on WLOL. 

WLOL'S Big 5 disc jockeys give 
you the quickest, most 
responsive, block-by block 
coverage in the big Twin Cities 
orbit. Add WLOL'S unparalleled 
out-of-home audience and you'll 
see why more advertisers sell 
more products on WLOL than on 
any other independent station in 
this market. 




MINNEAPOLIS ST. PAUL 

1330 on your dial 5000 watts 

LARRY BENTSON, President 
Wayne "Red" Williams, Mgr., Joe Floyd, V P. 



PULSE 


PROVES WLOL 


No., 


O STATION IN THE 


^ NORTHWEST 


No. 


4 BUY IN THE 


/ TWIN CITIES 



represented by AM Radio Sales 



News and Id 
WRAP-UP 



ADVERTISERS 

There'll he at least 13 program 
series sponsored hy autoinotives 
on nighttime network tv this fall. 
Shows hreakdown as follows: 

Snnday — Lincoln-Mercury [Ed Sul- 
livan) , Chevrolet {Chevy Hour) 

Monday — Dodge-Plymouth [Top 
Tunes & Aeiv Talent), Buick {Wells 
Fargo), Ford {Crisis) 

Tuesday — none as yet 

Wednesday — none as yet 

Thursday — Chevrolet {Pat Boone), 
Ford (Tennessee Ernie Ford), Chrys- 
ler {Climax), De Soto {Groucho 
Marx) 

Friday — Plymouth {Date With the 
Angels). P5uick (show to be selected). 
Ford {Zane Grey) 

Saturday — Dodge (Laurence Welk\ 

Added to these will be: nine specials 
for Oldsniobrle ( six Jerry Lewis Shows. 
two Dean Martin Shows and the Acad- 
emy Awards telecast) ; five Desi Arnaz 
specials for Ford ; for General Motors. 
Wide Wide World series on Sunday 
afternoons and for the Chrysler model, 
a show to be selected. 

(See "What's Behind Detroit's SlOO 
million Air Budget?" page 27; and 
SPONSOR-SCOPE, page 9. for esti- 
mate of automotive tv network com- 
mittments. ) 

The Tea Council is upping its ad 
hudget hy 80% — and will spend 
$1.8 million for consumer adver- 



tising this year. Here's where the 
money will go: 

• Largest share to "restore hot tea 
advertising to its former level of ef- 
fectiveness.*' 

• To expand market-by-market cov- 
erage to 18 cities by Fall (now 12 
basic markets are used). 

• S600.000 to promote iced tea 
during the summer via spot radio in 
29 markets. (See Spot Buys for further 
information on this saturation cam- 
paign.) 

American Toy Promotion will ex- 
pand its tv coverage at Christmas to 
include 25 key markets, five more than 
were used in 1956. . . . General Foods' 
Perkins division is adding another 
flavor to its Kool-Aid line. The new 
soft drink powder. Golden Nectar, will 
be promoted via radio and tv in the 
late spring and summer months. 

People in the news: Roger Greene 

has been elected vice president in 
charge of advertising for Philip Mor- 
ris. Other new v.p.'s for the tobacco 
firm include: Andrew C. Britton, 
nianufacturing. and Walter N. Mc- 
Fadden, purchasing. . . . R. W. 
Moore, Sr., has relinquished his of- 
fice as president of Canada Dry to 
become chairman of the board. His 
son. Roy W. Moore, Jr., has been 
elected president. . . . L. F. Carlson, 
director of advertising for Oldsmobile. 




5; as a ijiT, 
II fM.«."i' 



KOMO-TV (Seattle) dancers on rooftop 
kick off promotion for hydroplane race tele- 
cast as viovcrs on >trcct \vatcli via 110- 
inch lens on remote truck two blocks away 



TIMEBUYERS attending \^ VA, Wheeling, 
W. Va., presentation in New York include (1 
to r) Marie Scotto, Joan Riitman (Grey), Bob 
Bouhvard (Houston), Sally Reynolds (L&X) 
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clcctfd tt> letiiL' iiiidcr tlif (">ciht;iI 
Motors ictirciiiciit phm tliis week. . . . 
Ilarrv L. .Aiilt is the new ci ti's- 
ill"; iii;uiaj;cr for (Mu\sl<'r. \iilt fill>^ 
tlic \;icimf\ cifiitcd l)\ tlic ictiiciiiciit 
of Joliii II. C;ir(>ii. 

AGENCIES 

(liirrciit isMiic of (ircy Mailer (|miI 
oiil I)y (Jrey A<lverliMiii<;) rehiilM 
recciil ehiiiii.M h\ .moiiic reseiireliers 
llial llie eoiiHiiiiier is <le> elopiii*: a 
li;ir<l fdiell ajjaiiiMl hard sell. 

Kallier lhaii menially liiniiifi-oiil a 
conimerrial, Crev Mailer pa\s, ''The 
\meriran |)ul)lir has demoiislraled 
lhal, consciously or suhconscioiislN , il 
wants to he exposed lo advertising 
pr()!)ahl\ as eagerK as advertisers want 
lo pr()\ ide tiie exposure." 

'riieine is llial ihe consunier looks 
lo adverli>ing lo lei him know ahoiil 
new products and liien lo help him 
|)ick those he wants and tell him how 
lo use them. 

IlarlKiiiriiinsler, new starter for 
Ke\nolds Tobacco on CBS TV next 
Fall, was the hrain-child of llie Iv de- 
partment at Esly. The ''eastern", which 
is sea series using the \ew Kngland 
coastline as background, was con- 
ceived by Sam Xortbcross, assistant to 
the president. Xorthcross then looked 
around for a packager and finally se- 
lected Ziv Indges picked for 

the Nali(»iia1 AcKcrlisiii'' A^ciicv 
iNelMork's 19o7 Crciilivc Awards 
coiilc!*! of radio and tv campaigns in- 
clude: Howard H. Bell. NARTH: 
James E. Kovacb. WRC & W'UC-TV. 
W. Xorman Reed, WW'DC & WWDC- 
FM: and Thomas R. Jones, \VTOP-T\" 
— all of Washington. I). C. Awards w ill 
be announced at the \etwork s annual 
convention at Sun Valley in June. 

IV'rsoniiel change!!: Hasil W. Mat- 
thews has been appointed v. p. and 
account supervisor at RuthraufT & 
Ryan. . . . Koherl E. Field ha-; joined 
MacManus. John S. Adams as assistant 
account executive. . . . John 1). 
Carow, Jr.. is now research director 
at Zimmer. Keller & Calvert. . . . Dik 
. T>vedt has joined Leo Rurnett's 
Chicago office as an account executive. 
. . . Edward V. Heath moves to Ted 
Rates as an account executive. . . . 
James W. McFarlaiid and Charles 
li. Schwab have joined the market- 
ing and research department of Ketcb- 
um. MacLeod & Grove. Pittsburgh. 




Folks are in love with 

"1st in total audience— 1st in quarter hour wins— Washington, D.C. 



PULSE: Jonuory-Fabruory, 1957 



REPRESENTED NATlONAllY BY JOHN MAIR t COMPANr 




R DAV/S 



.\erer mmd the uranium. Charlie, wait 'til you hear ichal'i hai penirts at U PTR. 
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248,898 Telephone 

Stations 




In the Central Ohio area there are 
248,898 telephone stations — that means 
our folks like to talk but they like to 
listen when the message is carried by 
WBNS Radio. And these listeners have 
$2,739,749,000 to spend. They and Pulse 
place us first in any Monday-thru-Friday 
quarter-hour, day or night. 
Ask John Blair. 

WBNS RADIO 

COLUMBUS, OHIO 



Spring has sprung 
in Providence, R. I. 




• afternoon audience 
grows 324% 

• morning audience 
grows 297% 

WICE is how either first or second in 

audience in 16 daytime quarter hours. 

... in just 6 months of Elliot 
programming 

Source: C. E. Hooper, Jan.-IMarch 1957 




The ELLIOT STATIONS 

great independents • good neighbors 



TIM ELLIOT, Praaldcnt 



Akron. Ohio - WOUE / WICE - Providence, R. I. 
National Representatives The John E. Pearson Co. 



. . . Henry (i. Fownes, Jr., v.p. in 
charge of ihe Aew York office of Mac- 
Manus, John & Adams, has been pro- 
niotetl to the administrative commit- 
tee. . . . William A. Baunierl, for- 
mer!) a partner in Frank Baumert 
Co.. has joined Paris & Peart as an 
accounl executive and Joseph Pend- 
erjtasl has moved over to P&P as a 
markeliii<r account executive. . . . H. 
K. (Ken) Jones has been made di- 
rector of marketing and research at 
GriswohbEshleman. . . . Rohert W. 
Iloehee is no\v an account executive 
at J. Hickerson. Inc. . . . John R. 
Biirrill has joined the WilHam Schab 
ler Co. as a member of the client serv- 
ice stafT. . . . L. C. Hopper has been 
named account supervisor at Dix & 
Eaton. . . . Sherman Slade has been 
appointed executive vice president of 
the ]\la\ ers Division of Cunningham & 
Walsh. Mayers moves over from Dan 
B. Miner Co. 

INew agency v.p.'s: Ben Gedaleeia, 
v.p. in charge of research; Ralph H. 
Major, Jr., v.p. in charge of public 
relations and Henry J. Payne — all at 
BBDO. . . . Harohl D. Frazee, as v.p. 
and account supervisor at Bryan 
Houston. 

Sylvester (Pal) Weaver's new of- 
fiees for his Program Service are lo- 
cated at 430 Park Ave., New York. 
Telephone: PL 8-0139. . . . Caples 
Co.'s New York offices are now at 10 
East 40th St. . . . Agency name 
ehange: Thomas & Delehanty is now 
Thomas & Douglas. 

INew ageney appomlmenls : BBDO 
for Western Airlines. . . . MacManiis, 
John & Adams for Minnesota ]\Iin- 
ing & Manufacturing Co.'s new chemi- 
cal products division. . . . Slromberg- 
er, LaVene, McKenzie for Buitoni 
Foods advertising in 11 Western states. 

J. M. Mallies, one of the earliest 
boosters of radio among New York ad 
men, died this week. 

NETWORKS 

Of the 100 leading national ad- 
vertisers (in 1956), 45 are cur- 
rently using network radio. Here's 
the list: 

P&G 

General Motors 
Colgate-Palmolive 
General Foods 
General Electric 

(Please turn to page 68) 
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the more you compare programming, 
ratings, coverage, or costs per 
tliousand — tlie more youMI prefer 



WAVE Radio 
WAVE-TV 



LOUISVILLE 

NBC AFFILIATES- 

NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES 




There's nioiv lo Fhwidd! 

To be sure, living is easy., .so cas) llial (),:U)()J)()() usitors JIik L m ilnndn 
annually. More important, daring 1050 2JU)() ncn Jumilirs a neck rnntrd 
here to live. Keeping piiee. 2H7 new industrial plants .\rt up simp m the 
first nine months of the year alone. 

Tlwiv\s Jacksonville, for Inslancr 

. . . huh of a SI .(>()(),()()(),()0() market uhere population has irn rensrd L'.lft' , 
faster than the national average . . . where more than 50 storie'i ifnra Itfr 
insurance buildings have gone up. . . uhere ()()() manufirturing enterprises 
pour out products from paper bags to dicsel Incoinotii es. -Is one industrialist' 
put it, should hat e moved my plant to Jarhsoniille much sooner. " 

and WMim n capsules the market Jor you. cniering 

277,000 television families in 67 counties — the etfuiiolent oj .'i.y' c of all 
the tv homes in Florida." In the metropolitan Jacksoni ille area measured 
by ARB. powerful WMBR-TV delivers fire and a half times the in eragc 
total-week audience of its competition! 

* %am^ on rrqurtt 
"ACS »2. upiinlniln I I ,7 



Ofivrulrd hy The IVushinptim I'osi Unmitnisi Diumihi 
Rrprrsentcil by CHS Trln ifion s 




Clir\sler Corp. 
Ford 

American Home Products 

General Mills 

Gillette 

K. J. Reynolds Tobacco 

Lever Brothers 

Bristol-Myers 

Liggett & Myers Tobacco 

Pillsbury Mills 

Kellogg 

RCA 

Standard Brands 
Swift 

L. I. Dul'ont de \enionrs 

Quaker Oats 

Armour & Co. 

Sterling Drug 

1*. Lorillard 

Scott I'aper 

Coca-Cola 

Miles Labs. 

National Biscuit 

W^arner-Lambert 

Brown & Williamson Tobacco 

Firestone Tire & Rubber 

S. C. Johnson & Son 

Nestle 

American Motors 
Corn Products 
Joseph Schlitz Brewing 
Studebaker-Packard 
Texas Co. 
Re\ nolds Metals 
Best Foods 
Chesebrough- Pond's 
Norwich I'harmacal 
Douhleday & Co. 
Atlantis Sales Corp. 
Admiral Corp. 

(See SPONSOR-SCOPE, page 10, 



for a breakdown b\ individual net- 
works of the leading national advertis- 
ers using radio.) 




"If it weren't for us KRIZ Phoenix 
account executives, you air person- 
alities would be permanently sus- 
taining." 



''Trade your mirror for a win- 
dow" was the advice Louis Ilaus- 
luau, CBS v.j). for advertising ami 
promotion, gave the American 
'^onieu in Radio and Television 
at their Convention last week. 

Hausman told the professional wo- 
men that they have "lost touch" with 
the average American woman, and that 
the) are '"too independent, too secure, 
too individual and too broad in inter- 
est to be like or to understand her. 

He suggested that AW'KT's expert? 
on the average woman should "seek 
out their subject in her native habitat" 
— supermarkets, churches, in low- 
priced cars, resorts and dresses, etc. 

New appointments: Dean Sliaff- 
ner, latest ABC staffer to make the 
trek over to NBC, will join NBC TV 
on 20 May as director of sales plan- 
ning. ShafTner was v.p. in charge of 
sales development and research for 
ABC Radio. . . . Chalmers Dale has 
been appointed assistant manager of 
the film services department at CBS 
TV. . . . E. Charles Straus has been 
assigned to the newly-created post of 
director of talent and casting at CBS 
TV, Holl) wood. ... A. RoJjert Bona- 
gura has joined the sales staff at CBS 
Rad io. . . . Louis J. Riggio, whilom 
partner in Hilton & Riggio. has gone 
with CBS Radio as a special consultant 
on sales development. . . . Louis 3L 
Marey has resigned as director oi sales 
development and presentations at NBC 
TV to join Sylvester (Pat) Weaver's 
new Program Service in an executive 
sales capacity. 

Network program notes: \\'^alter 
Winehell will return to ABC TV next 
fall in a new series. Format will pre- 
sent Winehell as a stor) teller and will 
dramatize fictionalized versions of 
I news stories. Time slot for the pro- 
grams has not been set as ) et. . . . 
Giant Step (CBS-TV) which is being 
dropped b\ General Mills on 29 Ma\, 
brings the 1956-.57 season's quiz show 
casualty list up to eight so far. . . . 
Thosp Whiling Cirls will be back on 
television this summer taking over the 
Alonday night 9-9:30 spot on CBS T\ 
for General Foods and P&G. 



RADIO STATIONS 

Riding the ra<lio coniehack trail, 
Westinghouse Broadcasting Co. 
has appointed a national radio 
sales manager, Perry B. Bascom. 
Bascoiii has heen eastern sales 
manager for \^'BC since June 
J9o6. 

Westinghouse radio stations include: 
W^BZ-WBZA, Boston and Springfield; 
KDKA, Pittsburgh; KYW, Cleveland, 
WO WO,. Fort Wayne; WLND, Chica- 
go; and KEX, Portland, Ore. 

"Radio will he no worse than sec- 
ond hest" in agency billings in the 
West by 1962 — was the prediction of 
Ke\in Sweeiie) , RAB president, in an 
address before the Western States Ad- 
vertising Agency Association conven- 
tion last week. 

Sweeney also predicted that the se- 
lection of specific times announcements 
are to run will become "the responsi- 
bility of radio stations" just as the 
page on which advertisements are to 
run is now principally the responsi- 
bility of individual newspapers. 

WWVA, Wheeling-Steubenville, in a 
presentation to New York timebuyers 
last week, hit hard at competing media. 
Theme: "'no newspaper, magazine or 
tv station can match WViWA's pene- 
tration" in its area. . . . WVNJ, New- 
ark, which switched to "Great Albums 
of Music" format last January, finds 
the new programing has increased its 
audience, upped the Hooper rating and 
brought in more national advertisers. 
The new format, which does not use 
disk jockey personalities, can be par- 
tially measured by requests for 
WVNJ's programing booklets— 30,000 
to date. 

■V^IL, St. Louis, has become an ABC 
affiliate. . . . WITH, Baltimore, will 
carry the Brookl)n Dodger night 
games with Melody Club Wines spon- 
soring. . . . KXXL, Monterey. Calif., 
is now KIDD. 

Notes on people: Ed Paul is now 

national sales manager at WERE, 
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SPARTANBURCS.C. 

Cali:Gtant Weh btCo . 
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(!lcM'l;iii(l. . . . Jim (iorjfll joined 
the sales >lalT al W O AM, Miami. . . . 
(»«•(>••<;»' llol)kirk is now [ir()<irain di- 
rc( l(n for K-.\CK, K i\ oi side, Calif. . . . 
Halt IJovd lias i)ccn named prodiit- 
tioti maiiafier for K\\-(!ri!\, Lo^ \n- 
<;eles. . . . Ki-iil liiirkliart has ji)ii)e(l 
\\0\M. Miami, a^ projiram direelor. 
. . . KolxTl (]. IJiirris lias Ix-en ap- 
pointed ^eiu-ral maiia<;er of K.S W. 
San FraiK'isco. 

TV STATIONS 

I'lii' (^H-iiitlii:iii lti'o:Ml<>;t.stiii<x 
dorp, lias s«'t iij) In iii:iiia<:c 

tlu- J. II. \\ liiliH'v I'C: Co. Iv and 
radio .stations. 

These inehide: KO'l'\ . Tiilsa: 
KGl l/rV, (Kilveslon; WISH & W ISll- 
. Indianapolis; and W AM'" & 
WAMviX, Fori Worlh. 

Direelors and oflirers of Corinlhian 
inehide three j)artners of J. II. \\ hiliie\ 
& Co.: Waller N. lluner. chairinaii of 
the hoard; C. W rede l'et(>rsnie\ er, 
president; and Koherl F. I>r\an. see- 
rclar} -treasurer. 

Corinthian's hasie piii"po>e. l'(>[ers- 
ine\er said, w ill he to pro\ ide an ex- 
change of ideas fiinong its stations. 
l)a\ -today operation will remain un- 
der the direction of the local managers. 
I'etersnie\ er will have a small stall of 
no more than 5e\en pe()|)le in \ew 
\ork whose function will he to stimu- 
late ideas rather than dictate policy 
from the home olTice. 

As president. i'elersnie\ er. who has 
heen directing the afTairs of KOTV. 
Inc.. from Tulsa, will now make his 
headquarters in Xew ^'ork. 

General managers of the Corinthian 
stations will sev\p on the polic\- com- 
mittee of which Petersineyer will he 
chairman. 

Other ke\ appointments at Corinthi- 
an are: George G. Jacob*, director of 
engineering: Charles H. Smith, direc- 
tor of research; and Johnston F. \or- 
throp. assistant to the president. 

Tv applications: Between 22 and 27 
April one construction permit was 
granted, three applications for new sta- 
tions were filed and one new station 
took to the air. 

Construction permit went to WHDH. 
Inc. for Channel 5. Boston, permit al- 
lows 65.2 kw visual. 

Applications were made hv : Cy Blu- 
nienthal. Arlington. Va. for Channel 
2. Terre Haute. Ind.. 100 kw visual. 
I with tower 990 feet above average ter- 



rain, plant *in.?,622, \eail\ iipii.itin 
cost .s(,(|( ).()()( I; \lar\iii Kr.itlci. n|. 
(]loiid releeastiiig. New ^ ork, \ ^ .. 
lor (iliannel 7. M. (lloiid. Minn.. kw 
\isnal. with towei 1 1() feet al)o\c a\er- 
age teiiain. plant "^'.Xl. I 2(). \rail\ upd- 
ating eoM 17..'>()(); and Malco The- 
atics. \leniplii>i. for (.liannel Ml, (.'.il- 
umhiis. ( ).. 2.^1 kw \isiial, with town 
2015 feet al)o\e a\erag(' terrain, plant 
l.'^l ,.")97. \earl\ operating cost .vj ()().. 
()()(). 

Ni'w station on the air wa^ W>0(^- 
T\. Charlotte, \. (]., Channel allili- 
ated with NHC T\ . abo some MIC T\ 
>how s. 

\\M50, C hicago. in comieetion with 
\orthwesti'rn I ni\ersit\ i- cooperat- 
ing on a six-week s\mpo-.iiim for color 
l\ starting 21 June. . . . IMaiis Idr 
in.Tjriiijr' \\'(;!{. Corp. (WGK \M iv 
TV. HufTalol into Tranx ontiiient Tele- 
vision Corp. (WI{OC-T\, Koehe-ter. 
\. ^. and .50' f owner of Shenandoah 
X'alley Hroadea.-ting I ha\e been ap- 
pro\ed b\ stockholders of both firm>. 

W'W'I.-'I'W \(>w Orleans. tak(> to 

the air on 1 \ugust as an iiitereoniieel- 
ed prinuir\ afTiliale of CM> T\ . . . . 
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KSAN 

Is Your 
Best Buy... 
Because 

KSAN 

Goes Where 
280.000 
Negro 
Listeners 
Are. 




KSAN 

SAN HIANCISCO I 



I\ \M< - \'\ , 1^ \|, ., 1, 1, ,s II, II, „ 

rail il a i r n of i u li,i,i| < nint itiinii i I 

pr'i "I I 11^ prudiii I II il >p<ialiiiii 

w III ' of ll I II- I liii ' s.inlhi III ( all 

foinia iiiii\«isriii- . "^liadi-- of tin 

l aiK il.n- II, |\ Wl'IN. I ,ill.ili.,«.. i . 
is jji-ttiii;/ ilciiililr tak< s on tis i'libi- 
iatii);.'s I ^1,,, ,• lip j,| ll,,. V ;||,,| 7()\ _ 
It s .1 -II,;.-!, ^talioi, n irkei, of i mirsj-. 

I'nriis nil pei-sonalitirs ; (.ror^e 
Kowc is the new prnilin t loll maiM^'ri 
al W 1 l(.-'l \ . Ilartb)iil. ( om,. 
(Jc(>r;:c llier will t.ike o\ir as pro- 
gram direi tor and ^ ale Knr as n., 
timial spot «ali-s niaiia^'i i for k' .O I \ . 
."^an l"ranei«eo. . . . Kiibcrt < >. I*a\- 
soii ha« bei-ii appiiiiiteil «ale^ niiiii.i^'er 
of Ki;i \ . Omaha. 

Keorgaiii/.at idii of llir iiiaiiage- 
ineiit (ll ."^oiit liland lHdn>*t rirx 
(\\()\l \\()Vl.r\. Sail \ii- 

toiii(i) works (lilt tliis wa> : 

llnuli llaKT. Jr.. new eliairiiiaii of 
the board: James M. G.iim-^, president 
and general manager; George C. I'e.iii- 
r\ . vice president and treasurer; 
Charles b. JelTers. \\ir president; 
Howard l{. I5ran( h. s<'( retar\ ; nielni.i 
I'rince. as^i-tant se( retar\ . 



fltCHMONO 

• (KEIIT 

^ oaViano 
» 

I AlAHEOA 




for snecific nroof of all KSAN cl; 
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contact stars National, Tracy Moore, or 



RITE, WIRE, PHONE KSAN 

MARKET STREET. SAN FRANCISCO, CAIIFORNIA. MA 1-8171 



Montgomery's No.l 

(says Hooper) is 

WRMA 

Serving 200,000 Negroes 

Ocl.-Nov. 1956 Hooper 
Av. share 7AM-6PM 

WRMA 27.6^0 

Second station, 21.4% 

*Signed off 4:4SPM during survey 

Exclusive Market 

The only Negro station 
in a Central Alabama 
area with 53% Negro population 

WRMA 

Montgomery, Ala. 

^Judd Sparling, Commercial Manager j 
Joseph Hershey McGillvra, 
National Representatives 



WWRL NEW YORK CITY 



ill W^f trXCCr\r^4e.<l 




t>rr 



Gregory Wheatle 
305 Convent Ave. 
New York, N Y. 

WWSZ.'S Pi:RSONAZ.ITrES SEX.!. 

more merchandise for sponsors by: 
Delivering the largest NEGRO 
AUBIENCX: for your product. . . . 
Supporting your schedule with a 
barrage of CONSUMER ADS. . . . 

MERCHANDISING CREWS work 
full time In Supermarkets and drug 
stores for you. . . . FREE. . . . 

LOW SEZ.Z.ING COST of 12c per 

thousand. . . . 

call or write 




FILM 

Station hiirlcriiig of lime for pro- 
graining, while not a big factor in 
film sales, has given rise to at least one 
firm dealing solely in that kind of 
business. 

Name of the firm is Time Merchants. 
Inc.. which boasts a lavish suite in 
\e\v York City's Plaza Hotel and is 
headed by Richard Rosenblatt. Among 
those connected with the firm who are 
known in the broadcasting business are 
Harry Maizlish, former president of 
KFWB, Los Angeles, who heads up 
West Coast operations and William 
Weintraub, Jr., iu charge of the East- 
ern ofTice. 

Tlie firm is about nine months old 
and Rosenblatt claims he has orders 
for time from agencies and ad\"ertisers 
totaling no less than SIO million. Based 
on past performance, he said, he ex- 
jiects to place about 25'~/ of that figure. 

Rosenblatt describes TMI as an 
agent for film distributors seeking to 
unload time they acquired from sta- 
tions in exchange for programing. He 
says about TS^f of the deals are made 
v.itb features and the remainder for 
syndicated film. 

The TMI chief was understandably 
cagey about releasing names of cli- 
ents who have bought time through 
him but he said that one of the biggest 
air advertisers in the business will 
"test" the use of bartered time with a 
budget of about S50,000 during the 
summer — that is. the advertiser will 
see if the time periods he has request- 
ed can be delivered. 

Rosenblatt frankly admits pattern- 
ing his operation after that of Matty 
Fox, who sold RKO features to stations 
in return for time that was turned over 
to International Latex. 

Rosenblatt's deals vary in nature but 
a 15% commission on the time placed 
is common. In some cases, it is under- 
stood, be buys the time from distribu- 
tors and then resells it at whate\'er 
|)rice he can get from ad\ertisers. 

Is bartered time worth it? Rosen- 
blatt maintains the advertiser can get 
bartered time at from 33 to 50*^ of 
the station s earned rate, including 
package discounts. 

One of the biggest small market 
regional deals in recent years was 
pulled off by Gross-Krasne with the 
sale of The 0. Henry Playhouse to 
Faultless Starch Co. in 42 markets. 
Five of the.«e areas were described 



as '"prime" markets and the others as 
.secondary. First airing is slated for 
2 May. 

The new sale lifts the total of mar- 
kets sold for the show to 187. 



Two king-size feature film sales 
have been recently announced. 

The MOM library has been sold to 
WXAC-TV, Boston, for an estimated 
S2 million while AAP has sold its 
Warner Bros, package to WREC-TV, 
Memphis, for a reported $1 million. 

FINANCIAL 

Following are first quarter reports 
for some of the major air media 
users. 

Chrysler sales rose to SI. 150.723.712 
as against .'=;742.340.267 for the first 
quarter of 1956. Net earnings went 
up 372 to S46.545.521 as compared 
to SIO.905.722. 

General Motors sales were up to 
S3.076,974.030 compared to S3,064.- 
582.957 in the first quarter of 1956. 
Earnings. howe\er. were down with 
S261. 357.742 as against S285,593.355. 

Westinghouse Eleetric Corp.'s re- 
covery is noted in record sales of 
S475.686.000 for the first nuarter of 
1957. Last vear's sales were S225.366.- 
000. Net earnings went to S14.198.000 
in contrast to the Sl8.575.000 loss dur- 
ing the same period in 1956. Loss was 
due to prolonged strike. 

Stoek market quotations: Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied by Merril Lynch, Pierce, Fenner 
and Beane. 

Tues. Tues. Net 
Slock 23 April 30 April Change 

New York Stock Exchange 
AH-PT 2314 23»j + V4 

AT&T 177''i 177^1 

Avco 6^1 6^4 



CBS -A " 

(Columbia Pic. 

Loew's 

Paramount 

RCA 

Storer 

20th-Fox 

\\ arner Rro*. 

We^tinsiliouse 



34='. 
17 lo 

34 

28"s 
26-% 
23''s 
59'- 



34 

n?! 

18^1 

36H 

2V2 

27% 

24 

59ifs 



American Slock Exchange 
Mlicd Artists 3-K 3>- 
C&C Super Vs ',,s 

DuMoiit Labs. S'i 5_ 
Guild Films 3's 3''s 

\TA 8\ 8\s 



- 3^ 

+ V, 

- % 

- I's 
+314 

+ % 



- V4 

- v. I 

+ 



Woodside 77, New York City 
Tet— DEfender 5-1600 
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Near the peak of the b!g snow storm (March 25) over 400 
calls came into the KFAB newsroom Most of the calli were 
from Superintendents and Principals of schools throughout 
the area They asked KFAB to get " No school today" in- 
formation to some 400,000 school children in Nebraska and 
Western Iowa The same service was rendered to business 
firms and factories, many of which closed for the day 

Wheth er it s in the field of Public Service . or service to the 
advertiser, KFAB produces results unmatched by any other 
media. 

Get the f\jll story on the new KFAB from Peters, CriUm and 
Woodward or gef the facts from KFAB Sales Mar^ager, 
E. R. Morrison. 



(he OttuAa Market Get 





50,000 WATTS 



OMAHA 





GRADE B CONTOURS 



76,701 MORE TV HOMES 

From PITTSBUR6H to HARRiSBURe 



ARB proves you get 76,701 ynore TV 
homes when you buy WFBG-TV, Altoona, 
in combination with Pittsburgh — the best 
combination of stations in the area ! Less 
waste, less duplication, more mileage for 
your TV dollar. ARB proves — from sign 
on to sign off, seven days a week — 
WFBG-TV delivers average ratings 30.1% 
greater than Johnstown; 71.4% more 
quarter-hour firsts. Ask BLAIR to show 
you the ARB Altoona Coverage Study, 
March 1956; and ARB, November 1956. 




WFBG-TV 

ALTOONA, PENNSYLVANIA 



ONLY BASIC CBS-TV STATION SERVING THE AREA 




Channel 10 
ABC-TV • NBC-TV 



Represented by BLAIR-TV 

operated by: Radio and Television DIv. / Triangle Publications, Inc. / 4-6th & Market Sts., Philadelphia 39, Pa. 
WFIL-AM»FM 'TV, Philadelphia, Pa. / WNBF-AM»FM»TV. BInghamton, N.Y. 
WHGB-AM, Harrlsburg, Pa./ WFBG- AM • TV, Altoona, Pa./ WNHC-AM • FM • TV. New Haven-Hartford, Conn. 
National Sales Office, 4 8 5 Lexington Avenue, New York 17, New York 
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tPON»OR PUBLICATIONS INC 



K ltiil'% luii>itrftinf; in I .S. (,<nrrnmrni 
tlial (ij]rii3 sixnisor^, a^rnrirs, sltitioru 



WASHINGTON WEEK 



4 MAY Of «'«iii.Hi«l«'r;il)lr Hifiiiiflriiiico to mlvri li-ci -. Jii ;;cimt;iI tin- I . '^)i|»rriii«- 

(■<iiii t".H afiirriiinil tliis >>«'rk t«i «h'«'i(I<' wlii llici- ;i piii odx of ;i coi)) ri;:litr(I \*ork 
viohitr.H tlu' roi*}! !^!!! hius. 

Parodies are coininoii in coiiiincrrial jiiiiilis ami t<)|)\. 1 ji i., imw, tin- lowi-r f..iirN 
hinc invested the coj)) right owner with coinplclc cnnirol o\cr aii\ facet nf liis \*ork. 

The case coming before the top tribunal iicgaii win-n Loew'^, Inc., n|.jccti-.l If) Jack 
Heniiy's ])arody of the motion picture Gaslight. \ I . >. Court of .\|jj>caN' nilin - ii|)hcld 
hoew's contention that a parody or Iiiirles(iiie i> no <lifT<'rriit from aiiv other <o|)y- 
rij;lit iiifriiigtMiieiit. 

The high court will listen to arguments when it iccon\eiie-- in the fall. 

Tliit* work's lieariiigs on in(Ir|iendent jM-ograni |>ackagei-.t niaj- not he llie HA'. 
nelvork stndy eoniniilteo's last such attein|>l In L'ct inforniation from reliirtnnt 'c Miu-nt* 
of the tv industry. 

The wording of the FCC announcement of tlic j-ul>|ioena'' indicated thai other-* uiiriht 
follow — e\cn though it appeared that prodnecrs of film sliow>* %\err tlie |iartirn!ar thorn 
in the side of the committee's chairman. Dean Ho^coe Harrow. 



'I'he FCC is conviiiord lliat its |)resenl ninlti|)lr ownershij) rnlos are a suincient 
safeguard against monopoly and thus is graiiling another u station to a network. 

So the FCC lohl Sen. Thomas Ilennings i I). Mo. i. who. angered liv the assign- 
inent of St. Louis channel 11 to CBS over several coin|trtil<>r^, directed a roster of searching 
questions at the commission. 

Senator Hennings sought to draw a parallel h\ a (jucstion along thi-< line: 

Aren't the networks, now hcing stndied for |io-sihle \ iohition of nnti-trn-t hiws. 
in a similar position to motion piotnre pc<ipl«' when the \\'.C deferred their ap|ilicatinii- 
for broadcast facilities on the ground they were -till under anli tni-t indictment? 

Rejoined the FCC: Tliere's no similarity whalexer. The networks ha>«-n't \u^ ti con- 
victed of anvthing, and investigations aren't l'> he e«|ualed w ith cmn ictions. 



The FCC has sot 3 June as the »h'adline for the snliniissioii of arguments »in 
its decision to snijstitute the Craven plan for the t> tahle of allocations. 

After polishing up the Craxen plan and adojiting it b\ a U'^ \ote. the FCC started 
so-called rulemaking proceedings. 

To the Craven plan have been added sjiecific j)rotections to uhf. 

No applioiitions for vhf drop-ins will hf entertained that are within 75 miles 
of a nhf transmitter, xmloss there is already a > lif that elos*-. Or. if the principal citv 
served bv a u is not getting service already fiom I wo or more v"s. 



The FCC will have a oom|)lete analysis of clear channel and skyway e proceed- 
ings for the commission to consider on 22 .May. 

In revealing this to this week's Senate da>time hearing. FCC ccneral counsel Warren 
Raker said davtime must be considered an issue in tho*e case-. 



Arguments will be heard 3 June on the FCC- propo-ed lian on t\ translator sta- 
tions in any place where a regular tv station i- operating. 

The FCC's reason: Translators might retard development of local tv sen-ice. 
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JR FILM DOLLAR. 



Can You Answer 



to all 



these Questions? 




1. Does your present film equipment give you a snow- 
free picture, approaching the live quality that adver- 
tisers want ? 



2. Does it assure low operating cost at the same time? 

3. Does your film system provide for varied program 
fare to hold viewer interest ? 



i 



— If your answer is "no" to any of these questions, 
let us show you how to plan your system to get 
these desired advantages. See your RCA Broadcast 
Representative. Have him acquaint you with RCA's 
comprehensive TV Film Facilities — for getting bet- 
ter pictures and lower operating costs for both 
Color and Monochrome. 




RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 

In Canada: RCA VICTOR Company Lfd., Montreal 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



4 MAY 
Cwrlght l»97 
SPONSOR PUBLICATIONS INO. 



Current liinclieon-lable wisccTiickiiij; alxml ii IMadisoii Avenue agency with a habit 
of buying em at the peak and seeing the ratings droop: 

"Well, there's another one that jrot the kiss of death." 



One of the higgeet unpaid hundles left on an agency's doorstep hy a Iv ad- 
vertiser involves the Roto Broil Corp. and Product Services, Inc. 

Roto Broil, a PSI client, filed a voluntary petition for an arrangement. 

The debtor's schedule of liabilities listed PSI as creditor in the amount of $275,132. 
Roto proposes to pay 100% of the claims over five years. 



To Madison Avenue the prize question of the week was the one that a woman stock- 
holder tossed to E. H. Litde, Colgate chairman-president: 

"Why. Mr. Little, do you fire so many presidents?" 

Little's explanation was that he didn't fire them without talking it over with members 
of his executive committee. 



Suddenly the adverb "suddenly" is becoming a fixation with copywriters. 

Plymouth was the first big enthusiast with "Suddenly, It's 1960." Now there's "Sud- 
denly soap is old fashioned" fDove). "Suddenly . . . everybody's more efficient" (Sound 
Scriber). even "Suddenlv it's the Hi Lo's" (singers). 

Suddenly, meantime, Plvmouth has abandoned "suddenlv." 



Add reaeoiis why tv program costs continue to soar: The salaries of freelance 
directors on the big dramatic shows have caught up with the stagehands' cut. 

Practically all the hour dramas are now directed by a tight circle of freelancers whose 
base pay runs around $2,000 per show. 



Here's one of the niftiest pieces of tit-for-tat in a long time: 

A top agenrv man left his alma mater to go with one of its clients as ad manager. 
The client thereupon said, in effect. "Get rid of your agency slock: you can t serve two mas- 
ters at the same time." 

Confronted with this, the agency made a cash settlement with its alumnu* ])retty much 
at fire-sale prices. 

Last chapter: The agency's billings f*"on! that client somehow have dropped 
from $12 million to $5 million. 



This Aveek's award for fancy steering goes to the Madison Avenue agency which, 
while making a show pitch to a client, was told another agency already had suggested 
the same program series. 

The spokesman for the pitching agency paused but a second, then stalled: 

"Oh, we're not sure this show is the right thing for you. The stars look good, but the 
format is sort of weak. 

"Now — the same producer's got a show two of our clients had to drop a year ago, even 
though it rated very well. Let's come back and talk about that show in a week." 
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DETROIT'S AIR SPLURGE 

( Coiiliniii'd from jniiir 2^) I 

(•rni-fil >lii(lit'^ iiilK mt>ln;ilf>> 
pcoplf to I'lM rais. Our recent xIikK 
|(\ '^tx ial lu'^eart li. hie. for 77ic (^hi- 
niiio Trihune. tilled "Aiitomoliilfs: 
What Moan to Vnierieans," citt-^ 

tlie ftjllouin;; nit>li\ ations for ear ou n- 
fr^liip: I 1 I I o ae(|iiirf aiitl denion- 
-triite participation in ^ocict\ : (2l I o 
evlciid one's life boundaries; ( I To 
iieipiire a -en-e of pouer; ( l l I o ae- 
coinpli-li transportation; (Si 1 o feel 
pride of -kill and luasler} ; 1 6 1 l"o 
as-ert adidl prero^ati\es and capa- 
bilities: iTl To denion-trate >tatiis; 
(til \> an outlet for ajijire—ion. 

To eater to such a \Ni(ie \ariet\ of 
nioti\ ations. nian\ ad\erti.-in<.' tiienie- 
eaiuiot >tand alone. Ju-t the theme of 
dependabilit} and durability appeals 
on\\ to tlie nio>t re>er\ed people, tiie 
Trilumc >tud\ showed. Ju>l -Iressinj: 
econoni} creates a "cheap ' reputation. 
Ju-t ,-afet\ appeals oid} to people with 
extreme fears. "Cars that are narrow- 
1} defined. sa\s this report, "eitiier 
l>ecau>e of extreme features or sin<;ie- 
niinded atKertising definitely limit 
theni-ebes. A ear eau sell itself to 
tlilTerent people b\ pre-entinji dilTerent 
facets of its persoiialit\ . " 

In the earh da\? of autoniotl\e ad- 
\ertisinu. the single-minded ad theme 
was mechanical. Hovev Haperman, 
new a.e. for Pontiac at MacManus, 
John \danis. \n riling in a recent is- 
sue of tiitoincytive \eus. recalls the 
cop\ writing battle between Che\rolet 
and ri\ mouth at the time when IMym- 
outh switched to all-steel bodies. "We 
took the aggressi\e."" savs Hagerman. 
who was then writing for Che\rolet, 
"and ran ads sa\ing: "Steel Alone Is 
Not Enough." " ri\ mouth replied b\ 
sending an entourage around the coun- 
try with an elephant which would walk 
on the tops of its cars to demonstrate 
ihe strength of construction. Clie\ ro- 
Jet then ran an ad which said: "If 
^our FJephant Wants to Ride on Top. 
It"? All Right With Chevrolet." 

While durability and horsepower 
uid roadabilit\ still play their part In 
mto ad\ertisiiig today, there i- no 
onger the single-minded devotion to 
nuts and bolts." St\ le w as bound to 
nter the picture, even discounting the 
lanting of ads toward women. Auto- 
loliie \ens recently quoted a Detroit 
alesman as sa\ing; "I spend more 
me in nn car than I do in niv livins 



America's most 

copied radio station! 





Many other fine stations 
throughout the nation 
hove copied 
(with our blessings) 
KLZ's commferciplly 
successful . . . 




ART GOW SHOW 
PAT GAY SHOW 
DENVER AT NIGHT 
STARR YELLAND'S PARTY LINE 

KLZ-Radio is proud of the opportunity to make this 
contribution . . . making Radio even a better buy 

than ever! 

KLZ is WM than 

a radio station 
KLZ is a selling force! 



CBS 
IN DENVER 




KATZ 
REPRESENTED 
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loom. When I bii\ an automobile, up- 
holster) and interior trim are mighty 
important items. ' As for exterior 
trim, its current importance is reflect- 
ed in the hattic between steel and 
aluminum companies to supply it to 
auto companies. 

What has shifted emphasis from 
"nuts and bolts" to styling? "Psycho- 
logically. Americans are reaching for 
new esthetic and luxury levels in their 
purchases," explains Dr. Dichter. of 
the Institute for Motivational Research. 
"Prosperity has satisfied the utility 



needs of man) \nierican families. 
Higher prices of cars have created a 
guilt feeling which nmst be eliminated 
by apjjeals directed at cultural and 
emotional needs. Distinctions in col- 
or, line, apj)urtenances become more 
imj)ortant than the actual mechanics 
of the car. Appeals to status and pres- 
tige help assuage guilt feelings con- 
cerning the price.'' 

31<)re advcrlisiiig dollars: Discon- 
tinuance of factory-dealer advertis- 
ing co-op funds frees motor companies 
from obligation of sharing the pot with 



TTT" 



for 



COVERAGE 



WBIR-TV covers more than 
50 prosperous counties in 
East Tennessee, Kentucky 
and North Carolina. 




BEIGHT 



WBIR-TV's antenna tow- 
ers 991 feet above the 
average terrain. 



for 



POWER 

WBIR-TV is one of the 
nation's most powerful sta- 
tions operating on a full 
316,000 watts. 



CALL YOUR KATZ MAN 
for availabilities 




WBIR-TY 

Serving Tennessee's 2nil Marliet 



local dealers. While dealer media re- 
quests are still considered, the adver- 
tising strategy and final decisions on 
where it is spent lie with the factory 
and its agency. This could have played 
a part in this year's television buying 
which already exceeds the S-i? mil- 
lion spent in 1956 by about S15 mil- 
lion. 

New buying strategy: There are 
signs in Detroit of a departure in con- 
cept, and some companies are starting 
to buy "the medium that could only 
sell soap" like the soap companies do. 
This is pointed up by some buvs (Ford 
and Buick. for example) where they 
will share shows with alternate spon- 
sors or even participate. "Safety" and 
cost-per-1,000 appear to be getting 
more consideration. 

All of these factors have perhaps 
played some role in the heavy net tv 
buying. Some of them may have in- 
fluenced the Ford radio buy on CBS. 
One thing that surely underlies it all 
is that 1957 will be a highlv competi- 
tive year in the passenger car business. 
In May. Studebaker is coming out with 
an economy model — not a midget, but 
a full-size, standard model — to sell at 
S1776 list. This fall, the new Edsel 



^ivL.^-^ LUMBER 
yiSJ^N AGRICULTURE^ 




S.000 WArrS-l280KC 

KERG 

EUGENE. OREGON 

H^A/Vr MOR£ FACrS P 
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will cnlci tlic field. .Meanwhile I'niil 
is eiij:aj;e(l in its |)ereiinial >tin{zj;le tn 
(.]lie\ rnlet, wliile IM\nu)ntli is ont 
after liotli nf llieni. Once all t\ >hi)w> 
are l)i)ii<;lit. it is rea-oiialile to l»elie\o 
that the anto eoni|ianies will tnrii tlieii 
attenlitiii ti* sjxit t\. -pot radio, and 
ijnile |)«)»ihl\ to more network radio. 
MUi lladio re|)nrt- it> ^prini; lin-ine» 
from aiito ad\erti>er> at ahont S.^2(),- 
III 10 net. 

Wliile autoinoti\c spot atti\ it\ lui- 
not heen too lieav\ a- \ot this \ear, it 
niist he reniendiered that the hoped- 
for S|irinj; n|)>nrj;e in new ear sales 
lia> not de\elo|ied either, altlionjih all 
^lie Hi}: Three had a jiood first «|uarter. 
Toiitiae n-^ed a fairl\ hea\ \ -ehedule 
if radio >|)ot in Fehrnar\ and Mareli. 
)|d-niohile i-^ hitting some market> 
.\ith a ."^prinji radio and t\ rampaign. 
\{.\ I hesanrns" Lawrence \\ ell; radio 
•ackajie i> heinji sponsored l)\ Dodge 
ind Dodge dealers in ahout 62 mar- 
.(■ts. Ford Institutional is ahont to 
lart a 6-\veek radio campaign. The 
raditional use of spot h\ Detroit has 
l\va\s followed a 6{)^<' Autiimn and 
O'^f J^pring pattern with the reniain- 
(ig KVV' scattered through the vear. 
What of the other media? The Hu- 



leaii of \d\ ei I i-mg, \nieii(.(i New- 
paper I 'nhli-her- i.ition upoit- 

pa>-enger ear ad\erti-ing in lew--- 
paper> olT !!!.!'< Ia--I \ear fmni I')"" 
lS12(i million in \^):^:^\ >\{Y.S iiMlii..n 
in l').')6l. I 'id)lislier- Information I In. 
reaii report-, that niaga/ines Igeneial 
farm and .Nnnda\ >npplement-l re 
cei\ed .^(».."() I..')!! I in .|>miiar\ and Ich 
inar\ this \ear a- agaiii-l .?!!, I .! I . i 1.". 
for the forre>ponding month- in l'J.")(). 
a drop of ahout I?!..") million. 

IVrliaps -ome of ihi- inone\ i- he- 
ing re-direeted inio air media, partien 
larl\ into tho-e tele\ ision l)ii\- for fall. 
I'erhaps -till more will go to radio and 
-pot radio and spot t\. lint it doe- not 
mean that hroadeasters can he com- 
placent ahout their growing good f(tr- 
tniie. The auto indu.-tr\ like it- (»wn 
product is a liighK moliile one. Fle\i- 
hilit) in advertising i-; one of the tliing- 
il was ^lri\ing for when il dropped il- 
factory-tlealer co-op funds. \nd now 
it has that flexibility. 

As for the print media. thc\ camiot 
he expected to accept a loss in ad\er- 
tising revenue without a hattle. The 
newspapers have already joined in a 
drive to counter the inroads made h\ 
television. That is apparent from the 



TV *wt Fhc&vu)- 





I « 1 \ ol .(. In n\ .(I \ \r \ 

•M.I Mil) I i.(k> i.f I <• irl\ 

12 unll 1 \> II IK p i--ei '( I ( If 

and \< iiK II I > III m w ill h irdh 

-nlnnil iiiickK |i s4.-if - ii pirrd l'>o 

h.ird ihi- veil I nil i .|..r ihr Inhl 

in w hi) h iln \ i ..w h.i\ i \ ii in.d ex- 

<lll-i\ll\ i- ihi'Mlili'd |.\ the Jil'>V 
re-- nf rolor |r|i'\i«|i>i | |>l \i-]r, 

lilt' >iitiifilii\ l\i-inn l',>\i (.irrie.l 
nearl\ inillion wnrlli of .mln ud 

\eiti-iii;.>; I. if,-, iie;ifl\ -^in million. .111.1 
l.tiiih, iicarK ■-.! million. 

I low w ill tlie\ iijht Im. k I he an 
-wer mav lie in llie inin-id 1--111 'd 

/ l\r Cdlhifihrt lu'imrt. a 1 1 k 1 1 I 

-crvice for ad\rrti-in:; .ind pn ili-hii > 
e\eeiili\e- pnlili-hed iti New ^ ork |i\ 
lieriiard I*, (iailaghir. "\\: r..iir.iil 
of a l.nmpetilnr in I ronhli-" i- ihr 
lille of ihe repoil. and (>.dli_'lier 
write-; "New and \ii;oroii- -.ilc- and 
proniolion eumpaiL'ii- |i\ ihe tn.i 'a/int - 
are in order. '^trouL' p"ii i-: |.i-iin.z 
meinorv impact of the printed <id : 
audited eircnlalion: -nniid adM rti-ii j 
reader-hip re-earcli; \.iried nliinrial 
product-. ... / sfti-ridi r/Jml \lintihl 
hr made /o srll <inli>inttli\ r oili rrli^rr^ 
on the viihir aj indznzine mh tTlix- 
ins." ^ 
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Paul H. Roymcr Co., Notional Representative 
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INVEST 



your^|p|lars 




WHERE THEY BRING 
LARGER DIVIDENDS 



The latest NIELSEN SURVEY proves 
that KTBS-TV. CHANNEL 3 gives you 
more .... more TV homes .... 
reaches more of these TV homes 
MONTHLY and WEEKLY .... de- 
livers more for your money. 

316,400 HOMES in KTBS-TV AREA 
give you a bonus of 31,900 homes over 
Station B, according to A. C. Nielsen 
Co., world's largest statistical and 
ratirg organization. 

157,980 TELEVISION HOMES in 
KTBS-TV AREA, a bonus of 13,120 
over Station B, Is shown by the Nielsen 
Survey. 

136,860 HOMES REACHED MONTH- 
LY by KTBS-TV. a bonus of 6,740 over 
Station B, proven by Nielsen. 

131,870 HOMES REACHED WEEKLY 
by KTBS-TV, a bonus of 5.120 over 
Station B is shown by Nielsen. 

KTBS-TV with its maximum power Is 
the place to be ... . there's more 
to see on Channel 3 . . . . and more 
people see iti 



KTBS'T^ 

CHANNEL 




SHREVEPORT 
LOUISIANA 

E. NEWTON WRAY, President & Cen. Mgr. 

NBC and ABC 

Represented by 



Edward Petry & Co., Inc. 

md VoM • tMCMO • AiuM A • Mnon • to* anmui * mn mapkhco • » wim 
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Reps at work 




Howard (Mac) McFadden, MiC Radio Spot Sales, thinks that 
"some agencies are still setting up spot schedules hy a national 
formula, rather than on the hasis of individual markets. A Wednes- 
day-Thursday-Friday schedule for a food advertiser in many markets 
is fine — but elsewhere its effectiveness ma) he lost because the peak 
shopping day in one market is 
not necessarily the same as the 
next. ' Mac points out that spot 
radio can't be scheduled I)) a rigid 
formula. Flexibility is its keynote; 
the selection of markets is left to 
the advertiser, who uses only those 
which he needs. "He may hit 
hard with saturation for a short 
period or establish product or 
service identification through long- 
er association with a personality 
or program. He knows his adver- 
tising message and product impression can reach everyone, every- 
where, every time of da) and da\ of week. Starting and quitting 
times, food and department store hours, automobile traffic peaks and 
other important factors vary from market to market. No magic 
formula can give the right answer for all markets, but your spot 
sales rep can — especially if he has an active research department." 

Raymond F. Henze, Jr., John H. Pearson, Inc., New York, com- 
ments: "Many clients are missing a large potential buying audience | 
by using an outmoded theor\ of market selection. Frequently ad 
vertisers will choose cities for a campaign based upon their ranking | 
as a Standard Metropolitan Area. This method of evaluation 

doesn t consider a station s total 
coverage. There are a number of 
situations where a tv station is lo- 
cated in a small city but actually 
covers several nearby small citie? 
all adding up to a very substantial 
market. These areas frequently 
have a total population much 
greater than some cities or area? 
ranking high in SMA. The SMA 
will always he inaccurate for tv. 
According to the Bureau of the I 
Budget, an SMA is an integrate(l 
social and economic unit with considerable contact between the cen- 
tral cit\ and the remainder of the metropolitan area. But the impor- 
tant connnon bond is tv co\erage which applies to smaller cit) groups 
as well as the Standard Metropolitan Area. A ranking method based 
upon the nunil)er of t\- homes within a station's sphere of influence 
must be developed for bu) iug accuracy and full advertising impact. ' " 
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In the first rating taken since the station went on the air — 

WRAL-TV WALKS OFF WITH 24 OUT OF 32 TOP SHOWS 



It always looks easy for a cliaiiipioii! The Tar Heel> of iNortli Carolina walked oil u itii llif iialioiial 
basketball clianii)ion>hip. And \M{AL-TV walked ofT witli the Fel)riiar\ MiH tak<-ii in Kah-iph. 
jii^t weeks aftei' it went on the aiv. 

WRAL-TV lia> proved itself to he the most important televi>ioii -tali<»n in thi« i)art .d th'- >..uth. 
ARB .-ay> it ha> twiee the Raleigh-area aiidienee as the next -latioii. coiipitip 21 (A \hr [oy :V2 -lum«. 
And watch the next rating>! 



PICK A CHAMPION TO WIN! 




CHANNEL 



H-R Representatives, Inc. 




RALEIGH IlIMm NORTH CAROLINA 



:'ONSOR • 4 MAY 1951 



"1 




There's Only One! 

Of course, \vc know there is more 
than one radio station in the 
West... but the truth is, there's 
only ONE that covers the West... 
best! And you yjeed only one to 
reach — and sell — the entire West- 
ern Market! 

COVKRAGE — Only one, KOA-Radio, 
covers the big Western Market like the 
big Western sky ... reaching 3' 2 million 
Westerners in 302 counties of 12 states! 

rOWEK — Only one. KOA Radio, has 
the big. 50,000 watt "voice of the West" 
that Westerners have relied on for 
over 32 years! 

ACCEPTANCE — only one, KOA- 
Radio, by "personalizing" its program- 
ming to suit Western tastes .. .along 
with a fine lineup of NBC programs, 
has established and maintained audi- 
ence leadership throughout the West. 

VALUE — Only one, KOA Radio, is 
the buy that best delivers more for 
each advertising dollar spent, day and 
night, seven days a week. 

BONUS — Only one, KOARadio, 
reaches and delivers the huge summer 
audience of 12' 2 million tourists who 
vacation an average of 8.8 days in the 
Rocky .Mountain Empire and spend 
more than G50 million dollars! Wher- 
ever tourists go in the West, they drive 
all day with KOA! 

PLUS — Only one, KOA Radio, has the 
magnetism that results in measurable 
sales! Thousands of satisfied customers 
agree that if it's told on KOA... it's 
sold by KOA ! 

Call KOA Radio Sales or 
NBC SPOT SALES 




850 Kc 
50,000 watts 



KO 



DENVER 

One of America's greaf rodia stations 



Tv and radio ' 
NEWSMAKERS 




C. Wrede Petersmeyer has been elected 
president of Corinthian Broadcasting Corp., 
newly formed arm of J. H. \^'hitney & Co. 
Corinthian will serve as the vehicle for 
coordinating the management policies of 
KOTV. Tulsa, KGUL-T\^ Galveston, WISH 
& WISH-TV, Indianapolis and WANE & 
WANE-TV, Ft. Wa)ne. Petersmej er. who 
will direct operations from New York, 
leaves Tulsa where he has been president of KOTV for the past three 
} ears and also up to last November, general manager. In his new 
position. Petersmeyer will continue to act as president of KOTV, 
Inc. and the Indiana Broadcasting Corp. as well as chairman of the 
e.xecutive committee of Gulf Television Corp. Other directors and 
officers of Corinthian Broadcasting include: Walter N. Thayer, chair 
man of the board, and Robert F. Br)an. secretar\ and treasurer. 

Thomas S. Carroll has been named mar- 
keting manager of the household products 
division at Colgate-Palmolive. The new 
division was created during the company's 
recent reorganization which divided domes- 
tic operations into two sections, household 
products and toilet articles. (See News 
and Idea Wrap-Up. 27 April.) The house- 
hold products division will be responsible 

for all the company's soap and detergent products. As marketing 
manager. Carroll will be in charge of advertising, sales promotion, 
packaging, media, and all facets of marketing necessary to move the 
division's jjroducts to the consumer, with the exception of sales. 
He will report to William T. Miller who is the newly appointed vice 
president in charge of the household products division. Carroll 
formerly acted as brand advertising manager for Colgate-Palmolive. 

Neil Cline will join Henry 1. Christal Co. 
as manager of the representati\ es firm s 
Chicago office effective 6 May. For the past 
five vears. Cline lias been station manager 
of WHAS and WHAS-TV. Louisville, Ky. 
Cline started bis broadcasting career in 
radio in 193o as a member of the WHAS 
staff. He left WHAS in 1946 to become 
sales manager for KTBS. Shreveport, La. 
Then in 1949 he returned to WHAS as sales director of the radio 
station, lie held this position for three years prior to taking charge 
of WHAS and WHAS-TV sales operations. Other new appointment; 
at Christal include: Tom Klement. formerly of Shell Oil, now on 
the New York sales staff: Robert Hund. who is being added to the 
Detroit office: and Kirk Monroe, who will report to New York^ 
prior to the opening of Cliristal's new Atlanta branch this summer. 
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PHONE HA 2-0277 



WHEN 



LOEW BUILDING, 



SYRACUSE 2, 



MERED TH 
SYRACUSE 
PADIO COPP. 



f^EW YORK 



I*" 



V 



..eekly VHEII Radio sales 
1.3. Frida. ..en - -lle.^o-^f-Stional ..a.t or 
^cSM S.re'"- CPS. 

to the station or Central Ke';;^^;?;^hln%ur 
1^0 strangers to tne ^^^^g are ^^."^''extra cups "-ere 

Vour nevcomers to ^he "^.^""r^Sskl? and Kay I^rson 

entire regular sale ^^^^^^^^^ Jf^ave proven their sales 
^°/a?ron-S personalities vho have pr 

ability- 



re ^ 

that one sp-t, 



^.ff Sercial f r a $ . 
60 -sec nd c rr-- 



„^ Kav on our sales 
t Bean Al, ^""^ Their routes 

,0V that have put Dean>^^ , the ^-t/Agency o. 

Bill Bell, stat.iui 

Cordially^ 

Paul Adanti 
Vice President 



HSANOSUCCESSFOlfAmS 



G MAGAI ^ES 



MEREDITH STATIONS 



KCMO and KCMO-TV,Ka nsas City • KPHO and KPHO-TV,Phoenix 
WOW and WOW-TV, Omaha • WHEN and WH EN-TV, Syracu $e 
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What spot radio needs now 

S])ot radio today faces tougher competition from network 
radio than at any time in the post-tv era. The networks have 
made va^t strides, following spot's own lead, and today it's 
apparent that some of the dollars going into net radio would 
have gone to spot in previous seasons. 

Now what's spot going to do ahout it? 

SPONSOR, which was confident that radio had a hig future 
(and said ^o lepeatedly ) hack in the days when many were 
content to accept its decline, is no less confident today 
ahout spot's coininued growdi. But what spot must do i> 
redouhle its efforts to achieve the full ^tature as an advertis- 
ing medium which it still lacks today. 

Network radio's progress can prove heneficial for spot 
radio if it >erves to stinudate spot's salesmen. They have a 
tremendous ^tory to tell. It's hecanse of the success of ad- 
vertisers in spot radio, after all, that network radio has been 
able to reinterest national advertisers. But spot's sellers must 
continue to marshal the facts about their mediinn and dig 
still deeper for the kind of documentation the adverti-cr 
needs and expects. 

Naturally spot and network radio will continue to compete 
bard, fighting for the business of existing radio clients. W hat 
is more im])ortant for the growth of both is that radio at- 
tract new advertisers as well. 

Fred Gandjle. jjresident of the 1 A's. said at the associa- 
tion's annual meeting last week that the $\0 billion expended 
for advertising in 1956 was likely to increase 5 to 10*^ this 
year. Radio will not get its full share of this growth by en- 
gaging in an intra-niural tug of war for the same clients. 
Network and spot radio salesmen both must bring back more 
old radio clients and find completely new ones. 

This is the right time, too, for sellers to get on with 
the job of making sjiot radio (and tv as well) easier to buv. 
Streandining of paperwork; figures on what each companv 
s])ends in the medium; fast coordination between station and 
vep — the-e are all more important today a^ network radio 
steps up the competitive pace. 

THIS WE FIGHT FOR: Net tv pvogrnnuno 
for jail shows no freshness, too much trend- 
riding. Admen today hare more say in network 
l)rograming and should fight for neiv ideas. 
They suffer first when audiences lose interest. 




10-SECOND SPOTS 

View: Tv Guide reports that the ex- 
ecutive windows in the new NBC build- 
ing in Burbank, Cal., look out on a 
hospital on one side and a cemetery on 
the other. So quiet you can almost . 
hear a rating drop. 

Heading from Variety — 

ABC Won't Let a Horse Talk 

Us horses demand equal time! j 

Premium: Two box lops from Kel- 
logg's Sugar Frosted Flakes and 50^ 
will gel sonny a submachine squirt gun 
thai holds a half-pint of water and is I 
accurate up to 20 feel. Parents, head 
for the hills! 

Crave matter: The Hollywood Casket 
Co. furnishes all tv and movie com- [ 
panics with caskets, gratis, where i 
scripts call for funerals. Hope they 
have a good supply of plain pine boxes 
for the adult Western trend. 

Our British cousins: fl) An English I 
version of NBC TV's Tic Tac Dough \ 
will be called iVaughts and Crosses. 
(2) In this land where toilets are 
called '"conveniences." a copywriting 
war was recently waged between two 'i 
manufacturers of la\alory cisterns, 
Shires & Co. vs. Fordham Pressings 
Ltd. The former's slogan. "Made by 
Shires — for your convenience." was 
promptly countered by "Flushed with 
success — by Fordham. ' | 

Buzz: In its drive for mosquito con- 
trol. W'DGY. Minneapolis, has adopted 
a reverse twist by urging listeners to 
lake part in building a monument to 
The Unknown Mosquito of Minnesota. 
That's putting the bite in public serv- 
ice programing. 

Switch: KOPO-TV. Tucson, is chang- 
ing its call letters to KOLD-TV on 1 
May. KOLD-TV will continue to be 
associated with its sister operation, in 
Phoenix. KOOL-TV. Brrrrrrrr. 

Lineup: Cle\ eland Police Chief Frank 
W. Story reports that Stephen Thomas, 
an alleged bank robber, surrendered 
within 3G hours after learning in In- 
dianapolis that he had been seen on a 
Douglas Edwards CBS TV show hold- 
ing up a Cleveland bank. Crime pays 
even less since tv. 

Help wanted: From \ew York Times 
RECEPT S6C 

'■PRE1TY BABY" 
is needed to greet tv celebrities on 
Madison Ave. . . . 
Talk about "bait" advertising. 
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WATCH WTCN-TV 

...where BIG things are happening! 




We've just enlarged our trophy room. 

Had to, to make room for the two newest awards won by WTCN-TV and 
WTCN-TV personalities. This time, from the Twin Cities branch of AFTRA, to 
Frank Siefert, (left above), the award for the outstanding Master of Ceremonies on TV, 
and to Frank Buetel (right above), the award for Best Sportscaster for TV. 
We mention these awards with due modesty. After all, haven't we been saying 
"Watch WTCN-TV, where BIG things are happening"? Get the sales 
reward these awards can bring you. Contact 
your Katz representative today! 



WTCN-TV 

MINNEAPOLIS -ST. PAUL 
ABC Network - 316,000 watts 

Represented Nationally by the Katz Agency, Inc. Affiliated with WFDF, 
Flint; WOOD AM & TV, Grand Rapids, WFBM AM & TV, Indianapolis. 






We Tried 
But We Failed! 



The Senator's goal is 50% of the audience 
in the big four station Sacramento 
Television Market. 

The February ARB gives KCRA-TV 



49.1 



ftf Sign-on 

to Sign-off 
I {J Sunday to 
' Saturday* 



This is more audience than the CBS 
and ABC stations combined. 

But the Senator's hard to please. 

To attract the most audience, the Senator 
controls more feature film than all other 
Sacramento Stations combined; all Columbia 
feature film packages: 80% of 20th 
Century-Fo.x and 75% of Warner Bros. 

On top of this, he has 12 out of the first 15 
syndicated shows and such choice properties 
as -Silent Service."" "Sheriff of Cochise"' 
and "Annie Oakley."" 

Edward Petry"s men can tell you 
how your clients will enjoy the ride 
to dominance with the Senator. 



Moybe nex/ fime. 




in the West! 




C L 



Serving 28 Northern California and Nevada Counties 

SACRAMENTO, CALIFORNIA 



C H 



